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Have you seen our booklet, ‘CoLomBia, THE LAND OF Corrre’ 
It's delightfully sllustvated aud yours form the asking 


Careful cultivation ... Constant experimentation ... 


Assure perfect quality the year ‘round 


NATIONAL FEDERATION 
OF COFFEE GROWERS OF COLOMBIA 


Member of Pan American Coffee Bureau 
120 WALL STREET * NEW YORK 5, N. Y. 
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Arkell and Smiths maintain a large staff of 
packaging specialists who build the “impact 
quotient into coffee bag design... the touch that 
makes the difference between a sale and a stalemate 
at checkout counters —where only pre kages 


with buy appeal survive tough competition, 


The creative design and the sparkling printing 
qualities of colorful Arkell and Smiths coffee 


hays provide that ‘Sunday look’ for many of 


- 
* 


today’s leading coffee roasters — packages bold 
in scope and with proven selling impact in 


food stores everywhere. 


If your product is in a selling slump, investigate 
the possibilities of a vigorous, new, Crisp 
package created by Arkell and Smiths 
packaging men who know the coffee market 


and how to generate more sales, 


ARKELL'SMITHS 


EXECUTIVE OFFICES: 500 FIFTH AVE, NEW YORK 36 
Manufacturing Plants at 
Canajohorie, N.Y. © Wellsburg, West Virginia 
Mobile, Alab ¢ Hudson Fall NY 
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KEEP YOUR CUSTOMERS 


throughout 


with Coffee’s 
highway safety program 


for safety’s sake 


served here 


Window stic gh 5” x 7” with “Served 
here” strip; 5” x 6”, no strip—full color 
Also available i not shown: 

Highway poster, 28” x 42”, full color 


Window streamer, 28” x 14”, full color 


Back bar py (same as window 
streamer), 15” x 744”, full color 


COFFEE-BREAK 


Bumper strip, 18” x 344”, Day-Glo 


Safety organizations like the Fraternal Order of 
Police are all working to reduce highway accidents 
and you can help. 


Support this great highway safety program with 
a “Coffee-Stop” campaign of your own. You'll win 
friends for your brand — and sell more coffee this 
summer — hot or iced! 
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the 


with the big 
iced coffee program 


Back bar or store poster, Also available but not shown: 
20” x 81”, full color Shelf talker with recipe pad, 
8%" x 314”, full color 
Mobile (approx. 30” in depth). 
Hang your own coffee bag, or your 
can or jar on this special platform 
device. 


National advertising in The Saturday Evening Post, 
Look, Ladies’ Home Journal, American Weekly, 
This Week and other media — will add new impetus 
to Iced Coffee sales this summer. Join the program 
to boost coffee business by increasing the popularity 
of Iced Coffee. 


Please send me free Sample Kits with Order Blanks 
for: 


() The Highway Safety program 
() The Iced Coffee program 
Write for Free Sample Kits — with order blanks 
—for both the Iced Coffee program and the Highway 
Safety Program. Just clip, fill in and mail the 
attached coupon to the Pan-American Coffee Bureau. 


Name 


Address~ 


Pan-American Coffee Bureau 


120 Wall Street, New York 5, N. Y. City— _ Zone State 
BRAZIL COLOMBIA COSTA RICA CUBA 
DOMINICAN REPUBLIC * ECUADOR * EL SALVADOR 
GUATEMALA * HONDURAS * MEXICO * VENEZUELA 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
L 


1956 


MAY 


ng 


= 


SAVE 


WITH 


PORTUGUESE 
WEST AFRICANS 


> 


=e 


A 


Ny 


8927..>~-~ 


CABO VERDE+S.TOME+TIMOR 
4 THEY ARE SWEETAND THEY WILL 


Fy BRING DOWN THE COST OF YOUR 
BLENDS 


~~ 


N\\ HEAD OFFICE * RUA AUGUSTA-27-L/SBON 


WSs PORTUGAL 
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Cottee gets a break too 


A good cup of coffee can give busy people new drive... 
Today no coffee container 


but nothing can be done for coffee that has lost its fresh- in the world can offer you 
ness. That’s why Canco engineers invented the vacuum better flavor 
he the vac ack 
can in the first place — to protect the good coffee you roast a: Se VOC pes 

‘ can, originated by Canco 


right up to the time consumers enjoy it. 


protection 


fcanco) Amer ican Can Company New York + Chicago « San Francisco 
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Let’s Look at the Record— 


The following excerpts are from a 
recent report by Dr. James Wood, Direc- 
tor of Research for the Pan-American 
Coffee Bureau, 


The above quotes spell out lost opportunity 
on the part of the coffee industry. We believe all 


. 


in the industry might well ask themselves why 
coffee should lose ground while competitive bev- 
erages forge ahead: and why coffee consumption 
has not at least kept pace with population growth. 


We do not pretend to have all the answers. but we repeat what 


we have said before: 


More coffee will be sold if roasters will stress proper measure- 
ment of coffee and water and if there is less emphasis on price and 


more on the merits of the beverage. 


RUFFNER, McDOWELL & BURCH, INC. 


COFFEE BROKERS AND AGENTS 


SAN FRANCISCO — CHICAGO —- NEW ORLEANS — NEW YORK 


jms It pays to trade the Ruffner way” —_ 
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GUMP.  corrce GRANULIZERS 


minimum, And, thanks to the Gump Exchange Head 
Plan, Granulizers can be continually modernized 
so that a 20-year old Granulizer operates as effici nitly 


One of America’s leading coffee companies has 
purchased a total of 23 Gump Coffee Granulizers 
for their home, branch and subsidiary plants. Since 
buying their first unit in 1933, this company has 
chosen Granulizers exclusively for their grinding 
cquipment. This case history is duplicated in the 
grinding departments of coffee plants from coast 
to coast where youll find on/y Gump Coffee 
Csranulizers. 

How have Gump Granulizers earned this stand 
ing of “first” in the trade? Users say that even when 
Granulizers are operated 16 and 18 hours a day 
grinds are cool and continue to meet sieve analysis 


as a new machine 

Now, users of the Gump Exchange Head Plan 
can obtain new Style | Heads for their older 
Granulizers. With the new “FE Heads, grinds ar 
Inspection, « leaning and 
maintenance have been sim} lifted and the Head 
is sectional for more convenient exchange of worn 


even cooler than before 


rolls in the future 
It's the same today as for many years past 
Gump Coffee Granulizers are your best buy in grind 


and cup test standards. Operation is smooth and ing equipment. Write for details and specific recom 


trouble-free. Maintenance and repairs are at the 


F. G U ] 13125. Cicero Avenue, Chicago 50, Illinois 


Engineers and Manufacturers Since 1872 
GUMP RAY-NOX COFFEE ROASTERS + GUMP COFFEE GRANULIZERS + IDEAL GREEN COFFEE CLEANERS 
BAR-NUN “AUTO-CHECK’’ NET WEIGHERS + BAR-NUN BAG FEEDERS, OPENERS AND WEIGHERS 
DRAVER COFFEE BLENDING SYSTEMS + ELEVATORS AND CONVEYORS + EDTBAUER-DUPLEX NET WEIGHERS 
/ 
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Big news for coffee roasters is Continental's 
new Lamofoil bag! Reverse printed acetate 
laminated to aluminum foil makes a bag that 
literally puts a gleam in the customer's eye and 
makes your coffee a stand-out at point-of-sale. 
The special construction of this bag protects 
your coffee from flavor-stealing oxygen, too. 
And for added convenience, a steel tie makes 
it easy to pack and close each bag — lets the 


housewife reclose it each time coffee is used. 


Investigate Lamofoil bags —the “flexible cans”, 
Let Continental make up a package that will 
mean bigger sales and more profit for you, 


Call soon. 


IT'S NEW! 

Continental's Lamofoil bags 
zive your coffee new appeal, 
new protection, 


STEEL TIES 


let the housewife reclose the 
bag each time cottee is used, 


GLEAMING FOIL 
makes your package a stand- 
out, even in poorly lighted 


stores, 


REVERSE PRINTED 


acetate laminated to foil 
gives you a coffee bag you 
can be proud of. 


CONTINENTAL C CAN COMPANY 
SHELLMAR-BETNER 


FLEXIBLE PACKAGING DIVISION 
MOUNT VERNON, OHIO 


Sales Offices in Principal Cities 
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YOURS for the asking 


The booklets listed below contain 
tzed, detailed information on 
jects This literature 
asking. Merely fill out the 


§pectal- 
various sub 

your for the 
coupon and mail 


3 NEW COFFEE ROASTER 

An illustrated folder describes a new 
coffee roaster, B. F. Gump Co.'s Ray-Nox 
The folder tells about the method of roast 
ing used in the Ray-Nox Roaster, and 
other features of operation and construction, 
including recording thermometers and con 
trols. B. F. Gump Co., 1325 S. Cicero 
Avenue, Chicago 50, Ill 


2 AUTOMATIC BAGGER 
This illustrated folder describes a flat bag 
filling and sealing machine which is fully 


automatic The filling and sealing are 
both done by the single machine. Glue or 
heat sealing can be used, or a combination 
of both. It is suggested especially for pack 
aging coffee for glass coffee-makers. Ulbeco, 
Inc., 484 State Highway #17, Paramus, 
N. J 


—MODERN FILLING MACHINES 

This illustrated, four-page folder de- 
scribes various kinds of filling machines 
developed for today’s packaging require 
ments. Among the machines are universal 
fillers, automatic augar feeds, automatic de- 
plex units, automatic tight wrappers and 
others. Stokes and Smith Co., 4900 Sum- 
merdale Ave., Philadelphia 24 


4 —sampLe restine 

Sample testing equipment for coffee and 
tea companies is described in a four-page 
illustrated folder. Covered are sample roast- 


ers, testing tables, grinders, sieves, kettle 
putfits, cuspidors, etc. Among the illus 
trations is that of a typical coffee testing 


Jabez Burns & Sons, Inc., 11th Ave 
13rd St., 


room 
nue at 


New York 36, N. Y 
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“Coffee” is the tithe of a new 


5S8-page 
booklet It has a brief history of coffee 
discusses kinds and sources, has charts on 
world production and consumption, com 
ments on the increasing impact of solubles, 
studies in detail each of the important de 
mand and supply factors, and explains what 
planters, dealers and roasters should know 
about futures trading, with actual examples 
Merrill Lynch, Pierce, Fenner & Beane, 70 
Pine St.. New York City 


SPICE MILL PUBLISHING CO 
106 Water St., New York 5, N. Y. 


Please send me the booklet whe 
ih e checked 
10 30 4 [ 


Firm Name 
Street Address 
City and State 
Signature 


MAY 


numbers 


TN DUSTRIES 


79th Year 


PCCA Silver Anniversary 


PCCA was born: Hall 
“Welcome to PCCA Silver 


Anniversary Convention”: Shaw 


PCCA’s “ 


competition” 


cooperative 
Quinlan 


25 years of coffee roasting 
From Older to Shaw 
A quarter century of green coffee 


“How well I remember 

the first’: Johnson 
PCCA’s uniform contract: Glover 
San Francisco's top import: Tait 
Reflections on roaster buying 
Portland’s coffee imports: Guerin 
Coffee via Los Angeles: Parkinson 


25 years of West Coast coffee 
—and ships: Stein 


Other articles 


A checklist of coffee selling aids 
Part 2 of a guide to selling 
material for coffee people 


Join iced coffee drive, SCRA urged 


Coffee Day celebrated 


Percolator favorite coffeemaker 


c: 
f simmon 


Manaaer, 


Publisher, E. 
Kingoff; Busine 


Representative New Orleans Ww 
Ha 503 Golde Gate Ave Oar 


269: Rio de Janeiro A Sampa 
Praca Maua, 29 217 


Subscription: $4.00 a year, 
Pub hed mor th ly, a opy yht 
106 Water Street New York 5 
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Pioneer Publication in Coffee, Tea, Spice, Flavor 
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1956 Vol. 


Tea's Midyeor Meeting 


Introduction to special section 
Wheeler 


Williams 


Restaurants want it: 
What it is: 
It sells more tea: Field test report 
How it was developed: Rockwood 


Zeisel 


Dichter 


How it makes tea visible: 
New horizons for iced tea 


The new iced tea advertising: Jones 


No. 


The big merchandising idea: Peterson 67 


Ellers 


iced tea publicity: 


Tea’s working partner: 
The new 


Rosen 


More articles 


Beware packaging “D. A."! 
The cost of pure vanilla: Steinitz 


Spice trends in India: Abraham 


Departments 
Wood 


Trade Koast—cartoon: 
Crops and countries 
Ship sailings 
Editorials 
News from key 


cities 


Mar 
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25th Anniversary 


to do with 
cotfee customers? 


it marks a solid quarter-century of achieve- 
ment by Pacific Coast Coffee Association members in culti- 
vating, serving and pleasing a large and important segment 
of the American coffee drinking market. 


and 


it affords us a welcome opportunity both to ex- 
tend our congratulations to PCCA on its silver anniversary, and 
to express our sincere appreciation for being a part of such 
a record of service. 


AND SONS, INC. 


E N 
22450 Havenhurst Drive Los Altos, California 
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This is the historic charter 
banquet and founding 
meeting at which the Pa- 
cific Coast Coffee Associ- 
ation was born. It took 
place on a Saturday even- 
ing, February 27th, 1932, 
at San Francisco's famous 
Palace Hotel. Many of 
these charter members are 
still active in the coffee 
industry. 


Just one quarter of a century ago. 

The year: 1932. 

Herbert Hoover was approaching the end of a tem 
pestuous term as president of the United States 

The 1929 stock market debacle, as measured by the 
Dow-Jones averages, was hitting rock bottom. 

And the various prospering factors of the Pacific 
slope coffee industry were blended into a package of 
mutual interest 

This third event took place on Saturday 
February 27th, 1932, at a gala charter banquet and 
founding meeting at San Francisco's famous Palace Hotel 

The affair had been arranged by a Joint Coffee Com 
mittee of the San Francisco Coffee Roasters Association 
and the Green Coffee Association of the San Francisco 
Chamber of Commerce. That night all branches of the 
coffee trade—importers, brokers, jobbers, and 
roasters—were then joined together under a single in 
dustry umbrella—the Pacific Coast Coffee Association 

The durability of that umbrella has testimony today 
in the announcement early this year by the current presi 
dent of the association, Earnest L. Shaw, of Hills Bros 
Coffee, Inc., at the silver anniversary 25th annual meet 
ing of the Pacific Coast Coffee Association, It is being 
held at the traditional rendezvous, Del Monte Lodge 
Pebble Beach, California, on May 21st, 22nd and 23rd 


evening, 


western 


MAY 


PCCA was born 


By MARK M. HALL, San Francisco Representative 
Coffee & Tea Indusiries 


occasion has been 


A full program to commemorate the 
planned 

The record says that tor the charter banquet some 106 
of the western Mocha and Java tribe gathered around 
a green and brown cup-shaped table Palace's 
glittering California Room. An organization meeting 
followed a sumptuous feed served on the hotel's rarely 


in the 


used gold scrvice 

For some years green coffee men and roasters of the 
rapidly expanding San Francisco coffee market had been 
drifting into closer understanding. It began with roast 
ers inviting some of their green friends down to their 
Hotel Del Monte In 1922 


annual high-jinks at the 
Roasters Association made the 


the San Francisco Cofttee 
first official get-together gesture by inviting the Green 
Coffee Association to he guests aft a dinner on Friday 
evening, May 12th, at the Hotel Del Monte, and to take 
part in a golf tournament the next day. By 1929 all 
branches of the coffee industry from Southern California 
to the Pacific Northwest were trekking to the Del Monte 


mectings 


Then in 1931, 
cooked uf the Wheat tor 


the United States yovernment 


Coffer 


whe n 


transaction with 


Brazil, green coffeeman Benjamin J Older, of B. J. Older 
& Co., 


and roaster R. W. Hills Jr of Hills Bros. Coffee 


; 
* PCCA Sil j 
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* PCCA Silver Anniversary Convention 


Inc., were called to Chicago by the national association 
to discuss and form a selling plan for what Older called 
this astonishing transaction.” 

In Chicago and back home, Hills and Older took time 
to discuss their own mutual problems, and worked out 
a plan for a combined western association, They in 
vited the trade to a luncheon, and there proposed a joint 
association, As result, a 
the Joint Coffee Committee, to work out the 
the green and 
a unique coming together of buyers and 


committee of seven was ap 
pointed 
means for the amalgamation of roast 
Organizations 
sellers 


The 


makers 


seven members of the Joint Coffee Committee, 
of the 1932 coffee trade Declaration 
of Interdependence, were: R. W. Hills, Jr., chairman; 
J. E. Duff, Leon Israel & Bros.; H. D. Maxwell, Hard & 
Rand; Benj, J. Older; R. D. Quinlan, Jr., Parrott & Co.; 
Paul R. Simpson, A. Schilling & Co., 
Thierbach, Jones-Thierbach Co, 

The founding meeting was called to order at 9:30 
p.m. by Webster Jones, of the Jones-Thierbach Co 
president of the San Francisco Coffee Roasters Associa 


and signers 


and George C. 


and 


tion, After delivering a brief address touching on the 
early history of the San Francisco coffee industry, Mr 
Jones turned the meeting over to J. D. Duff, who took 
master of 


over as ceremonies 


“Welcome to our Silver Anniversary Convention’ 


Mr. Duff reviewed the Green Coffee Association from 
its inception, recalling that arbitration of trade disputes 
between residents and foreign countries had been con- 
ducted by the association, in addition to arbitrations 
arising in domestic matters; that the association had 
established certificates of quality, both for imports and 
and in conjunction with the San Francisco 
Coffee Roasters Association had instituted the 
contract, He emphasized the high ethics of the green 
coffee trade, pointing out: “Their contracts are inviolate, 


exports, 
uniform 


their word their bond.” 

Mr. Duff continued: “It may truly be said that in the 
coffee industry everything constructive has emanated 
from the West. We all know that cupping was first 
done here, even in face of some ridicule from other 
ports. Now we are merging all phases of the coffee 
industry on the Pacific Coast, another step forward, one 
that is destined to continue the leadership of the 
Pacific Coast in this highly important industry.” 

R. W. Hills, Jr., chairman of the Joint Coffee Com- 
mittee, was the next speaker, He told how the commit- 
tee resulted from the discussions he had had with Mr. 
Older during and after the Chicago trip, taken in the 
interest of the coffee trade. He pointed out that the 
new association was not for profit, but to operate for 

(Continued on page 20) 


By ERNEST L. SHAW, President 
Pacific Coast Coffee Association 


Twenty-five years-—-looking ahead—seems like a great 


span of time. Looking backward a quarter-century to the 
origin of the Pacific Coast Coffee Association, one feels 
the time has passed in a hurry 

On February 27th, 1932, when the two branches of 
the coffee industry, repre 
senting both buyer and sell 
there 


cr met to Orpanize, 


resulted a which has 
benefit to 


enyaged in the coffee busi 


union 
been of all those 
Ness 

The objectives and put 
poses of the founders, as 
set forth in the articles of 
out proud Association were 


is follows To bring to 


gether in close harmony any 
all branches of the cof 
the Pacity 
individual and 


ind 
the 
ettort 


fee industry on Coast for purpose of 


coordinating collective directed 


mutual interest and welfare 
know that this has been accomplished, but 


iy 
We must 


toward 

Foday we 
we realize that we cannot rest on past laurels 
think the future holds 


ahead for what 


COFFEE & 


We in the coffee industry are alert to the fact that 
Pacific Coast area will be one of the fastest 
growing sections of the United States. Within the next 
20 years the population will increase over 100% This 
fires the imagination on the prospects of future con- 
sumption of coffee in which we will all participate 

The Pacific Coast Coffee Association and its members 
are prepared to accept the future with courage and en 
thusiasm, as well as a good deal of optimism, and fully 
realize it will present its problems as progress usually 


the entire 


does 

Speaking of enthusiasm, the purpose of this brief 
comment was not to expound the accomplishments ot 
our you know that we are very 
happy to announce our celebration of the Pacific Coast 
Coffee Association's Silver Anniversary, which will be 
held in the new Convention Room of the picturesque 
Pebble Beach Lodge at Del Monte, Calif 

We will have an outstanding business meeting, as well 
will 


association, but to let 


as many recreation and social activities It be an 


occasion to be long remembered 

All of us on the West Coast are hoping to see our 
friends from other parts of the cotfee world, come May 
21st, at our great celebration 


TEA INDUSTRIES 


| 
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The Silver Anniversary Convention of the Pacific Coast 
Coffee Association should bring out the oldtimers as no 
other meeting has done in the past. It will be interest 
ing to observe how they have stood up under the strain 
of 25 years in the coffee business, and in many cases, 
years beyond that in the organizational work which led 
to the final formation of the P.C.C.A. 

There are no 100% records of attendance. Coffee life 
is too hazardous, but there are a number of men who 
have missed only one PCCA convention since they began. 
They are Jim Duff, Andy Glover, Walter Granicher, Ed 
Johnson, Sr. and Harry Maxwell 

Other coffee men missed only two conventions 
are Harold Gavigan, Oswald Granicher, Eugene Hoelter, 
Gene Heathcote, Bill Morton and Lloyd Thomas. 

If you want to know what 25 years does to a man, look 
at the picture of the first banquet of the association 
Many of the men who attended now carry the weight and 
dignity of years; 25 years ago they looked like boys 


They 


just out of school, 

The convention dates are, as everybody must know 
by this time, May 21st, 22nd and 23rd, at Del Monte 
Lodge, Pebble Beach, Calif 
vations at Del Monte Lodge there will be room at La 
Playa or Pine Inn 

Monday, May 2Ist, is the day for registration, for 
meeting old friends, and for tuning up for the fun and 


For any not assigned reser 


serious business of the meeting 

Tuesday is given over to speeches and the business 
session in the morning. This year, Tuesday afternoon 
will see the annual ball game. 

Wednesday is for golf, and in the evening the cock 
tail party and formal banquet and entertainment 

Ernie Shaw, stated that an abbreviated seminar will be 


conducted under the guidance of members of the Pan 


American Coffee Bureau, including Charles G Lindsay 
PACB manger; Jack Evans, PACB consultant; and Eu 


gene Laughery, president of the Coffee Brewing Insti 
tute, Inc Among the speakers will be John F. M 
Kiernan, president of the National Coffee Association 
Tuesday evening the golf committe hold the 
Calcutta Pool tickets in golf 


sweepstakes Teams of two players each will be sold to 


will 
and sell advance for the 
right to 
The 


teams will play with the handicap given them by the 


the highest bidders. Each golfer will have the 


pick his own partner if done within a specified time 


committee 

Allied industries will be included as golfing partici 
but will not be eligible for golf 
for coffee 


pants in the auction 


which are reserved men 


prizes 
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PCCA’s anniversary convention 
to be in pattern of fun and business 


By DOUGLAS WOOD 


~ 
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“Happy anniversary!” 


On baseball, which has been returned to Tuesday at 


ternoon, the committee some very interesting 


Names of players will be 
There will be prizes for the players, and also for 


promises 
features posted before the 
game 
fans who can do a little prognosticating about the results 
A big attendance 


will not only be 


is expected this year, as the game 


an exhibition of the ‘best’ in baseball 


but have a few “exhibition” features as well 


The cocktail 
banquet and entertainment There the boys ippear in 
blacks leave off the 


characterizes their 


convention is the 


climax of the party 


less conventional dress 
Stay The 


finest professional caliber 


their and 


which most of entertain 
ment 1s generally of the 
of the planned program 


The banquet is the wind-uy 


After that the coffee 


(Continned on page ) 


men are on their own 


Shy 
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Brews...Decants.. 
Rinses Clean... 


Now, for the first time... truly aw/omatic coffee-brewing is pos- 
sible without sacrificing superb cup quality! 


In just 31/, minutes, you have 12 cups of rich-flavored SILEX- 
brewed coffee all set to delight customers. And the new SILEX 
AUTOMATIC is set almost sns/ant/y to brew 12 more! 


Saves time... labor . . . money! Ideal for swift, on-the-spot 
service! A “must” for your up-lo-the-minule restaurant equipment! 


® MAKES 120 CUPS PER HOUR, TAKES STANDARD 12-CUP COFFEE PACKS 


For further information, write: THE SILEX COMPANY, HARTFORD 2, CONN 
in Canada: The Silex Company, Ltd., Iberville, P. Q. 


1, Bottom water-injection for 
maximum extraction 
Ready to start . standard 
12.cup SILEX-grind coffee 
pack in brewing chamber... 
water preheated to correct 
brewing temperature, 


2. Uniform water measurement 


Woter injected into brewing 
chamber under slight agita 
tion... electrically measured. 


3. Controlled brewing 


3¥%y-minute infusion period 
to assure full flavor extrac- 
tion .. aroma-sealed brew- 
ing chamber. 


4. Cloth-filtered brew 


Delivers 12 full cups of SILEX 
coffee automatically, with 
vacuum-brewed clarity. 


5. Automatic cleaning 


Cold water line pressure rinse 
flushes grounds away, cleans 
filter cloth and brewing 
chamber. 
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PCCA’s “cooperative competition” 


Mr Quinlan, one Of the founders of the Pacific Coast 
Coffee Association, was the organization's third president 


It seems to me that the success of the Pacific Coast 
Coffee Association is based upon cooperative competition 

In its organization we set out to bring together under 
one roof the San Francisco Coffee Roasters Association, 
the Green Coffee Association of the San Francisco Chamber 
of Commerce, and similar associations in the other cities 
along the Pacific Coast, in an associated effort to care for 
all matters affecting the industry on the Pacific Coast, and 
generally to bring about uniformity and certainty in cus 
toms, regulations and rules of trade for the benefit of the 
industry in general 

We stressed that it was a cooperative movement to 
accomplish for the good of coffee what could not be a 
complished independently or locally. The two major 
organizing groups pitched their residual funds, 
amounting to some $2,000 

When we drew up the Articles of Association and By 
Laws, as well as the Uniform Contracts that followed, sev 
ere] suggestions were made to the effect that “there ought 
to be a regulation.” We endeavored to determine what 
such regulation might regulate, beyond the proponent’s own 
And then we studied whether the benefits were 
Because of ox 


intention 
worth the regulation or the restriction 
casional careless use of language, we tried to guard against 
any wordings that might, by inadvertence, impose a hard 
‘hip on any segment of the industry 

Reuben W. Hills, Jr., was chairman of the Joint Com 
mittee of Organization, and even though Reuben ts gone, 
it is our recollection that he thoroughly enjoyed his part in 
its organization. As a matter of fact, he and Harry D, Max 
well made trips to Los Angeles, San Diego, Portland, Seattle, 
Tacoma, and British Columbia, tendering luncheons to pros 
pective members in those areas, to stress the point that it 
was most important that the entire Pacific Coast trade band 
together in one strong, united organization, able to protect 
and safeguard every pha ¢ of the business 

Others of us founders stayed at home to cover home base 
with the net result that the member firms present at the 
Charter Banquet held in the Palace Hotel, San Francisco 
on Saturday evening, February 27th, 1932, far surpassed 
in members and in representation any previous mecting of 
the coffee fraternity on the Pacific Coast 

Mr. Webster Jones presided, and speakers were, among 
others, J. E. Duff, Reuben W. Hills, Jr, and the writer, as 
chairman of the organization meeting 

Because the Green Coffee Association of the San Fran 


cisco Chamber of Commerce was separating itself from the 


San Francisco Chamber of Commerce, a certain delicacy was 
required. We found a very happy solution to this in that 
J. A. Folger was then president of the Junior Chamber of 


MAY 


By R. D. QUINLAN 


Commerce of San Francisco and a director of the senior 
Chamber of Commerce, and he was most effective not only 
in smoothing over the separation ot the kreen group from 
the Chamber of Commerce, but also in welding together 
the green trade and the roast trade 

Ben Older was, at that t me, president of the Green 
Coffee Association of the San Francisco Chamber of Com 
merce, and I was vice president, but because Ben was tn 
El Salvador, it fell my lot t> speak for the green trade 

At the conclusion of the organization meeting and Char 
ter Banquet, we sent a cable to Ben Older in El Salvador, 
informing him that after great deliberatton he had been 
elected first president of the Pacific Coast Coffee Association 

I still recall his reply, which [ think ts a classi Do 
not approve of choice, but accept 

There were many meetings held in connection with all 
of the foregoing activities, mostly at the offices of H. Arthur 
Dunn, secretary, at 311 Californa Street, 
by good fun at luncheon 

On one occasion we all came out onto Californsa Street 


usually followed 


into a very heavy rain, and there being no taxis ino sight 
we prevailed upon a Brink's armored car, parked nearby 
to take us to the Palace Hotel 

The affairs of the Pacific Coast Coffee Association have 
been equally safeguarded to this day by well balanced and 


capable administrators, alternating between Green ind Brown 


without charge 


( omple x1ONS 


They were there... 


Thirty-six coffee men, now members of the Paci 


Coast’ Coffee Association, were among those present 
at the banquet meeting on February 27th, 1932 
PCCA was formed 

On this West Coast coffee voll of honor are 
George Bardet W. O. Graniches 


Leo Baruh Gene Heathcote 


at whi 


Charles kugene Hoelte 
lo eph Bransten Joseph G. Ho pel { 
Eimer Brigg FE. E. Hood 

C. G. Cambrou B. Howatt 
James A, DeArmond A. fohu 

oe Dale J. C, Levy 

W. Dale C. B. Lastreto 

E. Duff MeClimtact 
Duff Harry D. Maxte 
Alle khrhardt / Vartan 
Weldon H. Emigh Oumlan 

L. §. Elliott L. L. Raymer 

| Folge §. Rathy 


Harold I [. A Thompson 
A. C. Glover Lloyd Thoma 
Oswald L. Granicher W. Vana 


Gavigan 
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Source of the Increasingly Popular 
Neutral Type for Blending 


CHAMBER OF COMMERCE 


POST BOX 1399, ABIDJAN, IVORY COAST, FRENCH WEST AFRICA 


UNITED STATES REPRESENTATIVE FRENCH OVERSEAS TERRITORIES DIVISION 
COMMERCIAL COUNSELOR TO THE FRENCH EMBASSY, 610 FIFTH AVE., N. Y. 20, N. Y., Cl 5-7974 
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During the early days on the Pacific Coast, coffee 
roasters delivered roasted whole beans in drums and bur- 
lap sacks to grocers who parcelled the product out in 
paper bags for home grinding. Later they started pack- 
ing whole roasted beans in consumer-sized brown bags. 
Then in 1900 came the vacuum process of packing coffee 
in tin cans, as developed by Hills Bros. Coffee, Inc. ot 
San Francisco. 

By 1918, all the larger coffee packers in the West 
had adopted the new vacuum “fresh coffee” packaging 
method. And from then on, the coffee market for 
western packers expanded rapidly, with San Francisco 
as the principal center of action, 

In 1932—-a quarter of a century ago 
green coffee trades found it to their advantage to join 
forces in an association that would coordinate all matters 
affecting their interdependent business. So with the for 
Pacific Coast Coffee Association, the in 
dustry entered into a new era of progressive expansion 
the founding 


the roasting and 


mation of the 

During the quarter of a century since 
of the Pacific Coast Cottee Association, the 
fee roasting industry has had a remarkable growth record 
In the seven states of the Twelfth Federal Reserve Dis 
trict, in which the association operates, the value at re 
coffee district in 1952 
about $300,000,000, more five 
1938. And at that 
roasting business accounted for approximately 159% of 


western col 


tail prices of roasted in the was 


estimated at than times 


larger than in time the western 


the total roast product in the United States 


Sold in the area 


Population growth in the western states and particular 


California has been at such 
30's that it reached the point of practically 
consuming all the coffee 


About 85% to 90% of the roast product is sold in the 


ly in a vigorous rate since 
the early 
district 


roast output in the 


district. It 1s pointed out that where companies main 
tain roasting plants in other parts of the country, almost 
of their 
western states; other plants sending about 15% of their 


local roast is consumed in the seven 
roast to outside points 

Because of good coffee supply and the better position 
of the San Francisco Bay area from a distributing point 
of view, in relation to the growing markets in the 11 
western states, several large national coffee roasting firms 
established roasting plants in northern California. The 
Maxwell House Division of the General Foods Corp 
operates a modern plant at San Leandro; Standard Brands 


Inc. at San Francisco, and The Nestle Co., Inc at 
Ripon 

Among the noteworthy events of the past 25 years 
roasterwise, on the Pacific Coast was the invention and 
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development by Carl H. Hansen, of John Hansen & Sons, 
Oakland, of a pressure packing process, the exact oppo 
site of vacuum packing, utilizing the same gas evolved 
naturally by the roasted coffee 

The new packaging process was applied to Hansen 
Coffee and other brands. An interesting feature of the 
pack is the “dome-top” on the can, so constructed as to 
make it possible to determine pressure condition within 
the can by depressing a flexible section of the dome 
1951 marked the song of an old 
Pacific Coast door-to-door distribu 
tion of coffee on a large scale. In that the Geo 
W. Caswell Co., San Francisco, and the West's largest 
delivery route tea and coffee dealer, started its switch 


An event in swan 
institution on the 


from door-to-door delivery to krocery store distribution 
The practice, which had its beginning around the turn 
of the century in the Middle West, was early introduced 
on Pacific Coast, where it enjoyed a goodly volume of 
business for 


many years 


From Older to Shaw 


From Older to Shaw, these are the who have 
held the postion of pre vdent the Pacific Coast Caf 
fee Assoctation during the past quarter century) 


Wien 


1932-33 
1944-34 
1934-35 D 
1945-36 Paul R 
1936-37 
1937-38 A. ©, Glover 
1938-39 Harry D. Maxwell 
1939-40 J. A. Folger 

1940-41 J. E. Duff 

1941-42 Edward Bransten, J) 
1942-44 Robert R. Quinlan 
1943-44 A. C. Glover 
1944-45 E. A Johnson 
1945-46 George V. Bardet 
1946-47 William V. Lynch 
1947-48 James A. DeArmond 
1948-49 Harold Gavigan 
1949-50 W. A. Ehrhardt 
1950-51 John / Beardsley 
1951-52 E. F. Hoeltes 
1952-53 W. O. Graniche 
1953-54 Peter Folver 

1954-55 Oswald L 
1955-56 Ernest L 


Benjamin Oldes 
George ©, Thierhach 
Oumlan, fi 
Simpson 


Phillips 


Granithey 
Shau 
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Del Monte Lodge, Pebble Beach, California 
PCCA Convention Site 


J. ARON & CO., INC, FITZPATRICK & HOFFMAN, INC, 
GREEN COFFEE IMPORTERS GREEN COFFEE 


242 California Street 210 California Street 
San Francisco San Francisco 
BREAKFAST CLUB COFFEE MARCEL S. GARRIGUES CO. 
ROASTERS & PACKERS CERTIFIED PUBLIC WEIGHMASTERS 
Specializing in Green Coffee 


1200 No. Spring Street 
Los Angeles 104 Commercial St., San Francisco |1, Calif. 


SUNGE COFFEE 
BUNGI EFEE IN SERVES THE WEST COAST COFFEE TRADE 
COFFEE IMPORTERS 
Los Angeles, San Francisco, 


San Francisco New York Portland, Seattle, Vancouver 


HAAS BROTHERS 


JABEZ BURNS & SONS, INC. 


COFFEE AND TEA PROCESSING MACHINERY FOR OVER A CENTURY—IMPORTERS & JOBBERS 
Western Office: 22450 Havenhurst Drive 230 California Street 
Los Altos, Calif. San Francisco 
BURTON, PARTLAND & CO., INC, HARRIS & BISSELL 
CERTIFIED PUBLIC WEIGHERS SINCE 1914 CARGO SUPERINTENDENTS 
CERTIFIED PUBLIC WEIGHERS 


221 Front Street 
San Francisco 200 Davis St., San Francisco 


GEO. W. CASWELL CO. D. HECHT & COMPANY 


COFFEE ROASTERS CRUDE RUBBER AND FOREIGN PRODUCE 
642 Harrison Street 510 Battery Street 
San Francisco San Francisco 
FARMER BROS. COMPANY HILLS BROS. COFFEE, INC. 
ROASTERS & PACKERS COFFEE ROASTERS 
3828 South Main Street San Francisco, Calif. 
Los Angeles 37 Edgewater, New Jersey 


FOLGER’S COFFEE JOSEPH G. HOOPER JR. CO. 
106 YEARS GREEN COFFEES 
203 California St. 


San Francisco San Francisco, Calif. 
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Best Wishes 
(o the 
Annual Convention 


Midway Point, near Del Monte Lodge, PCCA convention site 


Pacilic Coast Association 


GEO. W. REED & COL, INC. 


LEON ISRAEL & BROs., INC. 


COFFEE IMPORTERS ALL TYPES GREEN COFFEE 
Brazil — Colombia 210 California Street 
160 California St., San Francisco 11, Calif. San Francisco II 


ROYAL CORONA COFRFER CO. 


JEWEL TEA CO., INC. 
FF ; 
COFFEE ROASTERS DIVISION OF CONTINENTAL COFFEE CO 
615 Western Avenue 


Los Angeles 43, California Seattle 4, Wash. 


G. W. KONIG & SON S& W FINE FOODS, INC. 
CERTIFIED PUBLIC WEIGHMASTERS ROASTERS & PACKERS 


147 Drumm Street 155 Berry Street 
San Francisco San Francisco 19 


R. N. LUSCOMBE CO. SAN FRANCISCO WAREHOUSE CO. 
CATERING TO THE COFFEE TRADE 

367 Second Street 605 Third Street 

Oakland, California 


HARRY D. MAXWELL 


San Francisco 


SCHILLING 


AGENTS—HARD & RAND, INC. Division of 
220 Front Street (11) VMeCORMICK & CO. INC, 
San Francisco 301 Second St., San Francisco 7 


W. MeCLINTOCK CO. STEIN. HALE & COL, INC. 
AGENTS—BROKERS, COFFEE AND SPICES IMPORTERS & AGENTS—GREEN COFFEE 
103-105 Clay Street 582 Market Street 


San Francisco II San Francisco 


W. J. MORTON. INC, WELLMAN COFFEE CO. 
IMPORT COMMISSION AGENT & BROKER COFFEE ROASTERS 


180 South Central Avenue 335 Embarcadero Street 
Los Angeles San Francisco 
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a quarter century of green coffee 
on the Pacific Coast 


A fortunate geographical position in relation to the 
Central American coffee producing countries, progressive 
expansion of markets through increasing transportation 
facilities, revolutionary technical advances, a war, and 
local trade teamwork and good salesmanship all joined 
forces to develop San Francisco as a great green coffee 
port and roasting center, along with other Pacific Coast 
ports 

During the 25 years since the founding of the Pacific 
Coast Coffee Association, in 1932, West 
tions of green coffees has grown to approximately 15% 
of the United States coffee imports 

Green coffees coming into Pacific Coast ports in 1952 


Coast importa- 


were 50% larger in physical volume than they were in 
193%. Imports into the San Francisco customs district 
alone increased by 62%, well above the average for the 
whole Pacific The actual 
the total increase for the Pacific Coast 
Washington customs districts also registered increases 
in volume of coffee imports, but Oregon's imports de 
clined from 1938 to 1952 by 5% 

During the past 25 years, the destination of Pacific 
Coast green coffee imports became more and more con 
fined to the western area, Whereas during earlier periods 
green coffees went by rail as far east as Ohio, increasing 
freight rates gradually shunted the eastern business to 


increase was 84% of 


Los Angeles and 


Coast. 


Gulf ports. In recent years it is estimated 85% of the 
green coffee imported through Pacific Coast ports re- 
mains in the district, 

Another very noticable change has been in spot stocks 
They have almost dried up, The tendency over the last 
quarter of a century has been to consider spot coffee as 
most of the coffee 


Therefore, 


less desirable or as “rejects since 
comimg in ts imported for specifi accounts 
importers do not maintain large stocks 

Another trend that picked up strongly during the 
period since founding of the association is the tendency 
to increased worldwide trading in coffees, Where in 
earlier days Central American coffees constituted the prin 
cipal imports on the Coast, now coffees come trom practi 
cally every producing country on the globe 

Census figures for 1952 show Brazilian shipments 
totaling 40.89% of arrivals at Pacific Coast ports, with 
Colombia sending in 24.8%, and Central America hold 
ing 28.89%. Other shipments arrived from Asia, Africa, 
the Dominican Republic, 

Counting as another of the long list of the 


Pacific Coast trade has contributed to the coffee industry 


Indonesia, Madagascar, eto 
firsts” 


as a whole was the 1952 consumer magazine advertising 
campaign by a green coffee firm 

In January of that year, Otis,McAllister, the nation’s 
second largest green coffee importer, with headquarters 
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From left: William V. Lynch, who served the 1946-47 term; Harry 
D. Maxwell, 1938-39; Harold F. Gavigan, 1948-49; J. A. Folger, 
1939-40; Eugene F. Hoelter, 1951-52; James A. De Armond, 1947-48: 
A. C. Glover, 1937-38; R. R. Quinlan, 1942-43; Walter O. Granicher, 
1952-53; E. A. Johnson, Sr., 1944-45. 


at San Francisco, launched an institutional advertising 
campaign with a series of two-color ads to run through 
1952 in Fortune, Business Weck and Dun’s Review. Cap- 
tions and slogans read: “Have A Cup”; ‘It's Packed 
With Pleasure’; “There's Nothing Like A Good Cup 
Of Coffee.” 


It is believed the campaign was the first by a green 
coffee firm to publicize coffee to consumers over its own 
signature, It was typical of the far-sighted enterprise 
which the Pacific Coast 


the big business it is today—and promises to keep it 


and initiative made coffee on 


that way 


PCCA was born 


(Continued from page 12) 


the benefit of all, 


emergency demanded and not too costly to maintain 


to be powerful for action when an 


between times. 

Mr. Duff then called on R. D. Quinlan, Jr., to act as 
chairman of the organization meeting. In a few well 
chosen words, Mr. Quinlan suggested the assembly con 
sider the question of a permanent organization, and to 
effect that purpose he requested H. Arthur Dunn, an 
attorney, to act as secretary of the meeting, with the 
first business the calling of the roll. 

Next in order was the presentation of the Articles 
of Association and By-Laws by C. B. Lastreto, of 


(Continued on page 25) 
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WE WISH ALL ATTENDANTS A VERY PLEASANT CONVENTION 
INTERNATIO-ROTTERDAM, INC. 


351 CALIFORNIA STREET 
SAN FRANCISCO, CALIF. 
TEL. SUTTER 1.5700 


10 HANOVER SQUARE 
NEW YORK, NEW YORK 
TEL. WH 3-3200 


Cable Address: COSMONATIO 


IMPORTERS 
OF 


GREEN COFFEE 


Members: 


New York Coffee & Sugar Exchange National Coffee Association 


Green Coffee Association 
Pacific Coast Coffee Association 


fe P roduce coffee it takes the proper soil, the right climate 


lit , by maintaining a spec ial de- 
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Bank of America 


and 
financing, offers expert assistance to the 


parti nt in cottes 


1@ American importer and dis 


planter. . . the shipper 
tributor. If the international credit facilities of the world’s 
largest bank can assist you, wire or write Bank of America, 


300 Montgomery St., San Francisco, or 660 South Spring St., 
attention International Banking Department 


Bank of America 


NATIONAL A"2 ASSOCIATION 


Los Angeles 


Serving Commerce Around the World 


International Banking Departments in San Francisco and Los Angeles 
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GREETINGS 


IRELAND, INC. 


Established 1885 
IMPORTERS 


AGENTS AND BROKERS IN 


COFFEES 
SPICES SEEDS TEAS 


225 FRONT STREEFI SAN FRANCISCO, CALIFORNIA 


Coffee 


American Trust Company has 
long played an important part in 
the financing of all phases of the 
Coffee Industry. We are keenly 
interested in maintaining and 
building the San Francisco Bay 
Area’s position as one 
of the leading coffee 
centers in the nation. 
We invite inquiries re- 
garding your financial 


needs. 
Resources over $1,500,000 ,000 


Member Federal Deposit 


Insurance Corporation 


HEAD OFFICE: SAN FRANCISCO 
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Here we are, celebrating the 25th anniversary of the 


P.C.C.A.—and how well I remember the first 

A dinner and meeting was held at the Palace Hotel 
here in San Francisco, on February 27th, 1932, attended 
by members of the two different associations——the San 
Francisco Roasters’ Associa 
tion, and the Green Cottec 
Association — of The San 
Francisco Chamber of Com 
merce and) many other 
friends in both segments ot 
the industry trom Southern 
California and the Pacify 
Northwest 

During the course of this 
dinner and meeting, a new 
association was formed. The 
roaster industry and the 


green industry amalgamated 
their interest and the Pacific Coast Cottee Association 
was born. 

A president was elected, with the selection unanimous 
One of the most popular and outstanding individuals 
of the entire coffee industry was named, none other 
than our good friend, Benjamin J. Older. The lat 
George C. Thierbach was elected executive vice presi 
dent A board ot directors was named from seyments 
of both the roaster and green interests, committees, wer 
formed, bylaws were set up, and we were on our way 

While this was the inauguration of P.C.C.A., our 
first annual outing was held at the beautiful and wonder 
ful old Del Monte Hotel in Monterey, California, o1 
May 6th, 1932 

We continued to hold the majority of our annual 
meetings there until 1944, when our government took 


over the hotel for training and education facilities for 
certain branches of the U.S. Navy, and a few years ago 
bought it outright from the Del Monte Properties Co 
It 1s today a well established Navy School 

Del Monte Lodge, at Pebble Beach, which is now 
really home for the P.C.C.A.’s annual meetings, was in 
existence during those days, but the accomodations were 
very limited, and we had to look elsewhere for accomo 
dations that were adequate. Annual conventions wer 
held at times in different locations on the Pacific Coast 
such as Victoria, B.C., Santa Barbara, Del Mar, and 
Sonoma Mission Inn, all in California, but year by year 
Del Monte Lodge at Pebble Beach increased its housing 
and other facilities, and today is considered by many, and 
rightfully so, the outstanding resort hotel on the Pacity 
Coast I believe this statement will be substantiated 
by many of the guests we have been privileged to have 
at our annual conventions 
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While these annual conventions and outings consist 
of a good deal of play, informality, and letting our hair 
down, so to speak, we do hold our annual meetings 
where problems Are discussed. resolutions are presented, 
and othcers are elected. We also hear from many dis 
tinguished guests from Latin American countries and 
guests from our own governmental agencies. Here the 
cotfee situation is discussed at length, with the thought 
that ways and means might come to light which would 
henetit the industry as a whole 

We do get to know each other in a triendher happier 
vein, forgetting that word competitor and thinking of 
cach other only as friends 

The writer could go on at length reminiscing and 
mentioning scores of wonderful gentlemen who have 
come and gone and have made PCCA the sound and con 
structive organization that it 1s today. But we will close 
our remarks here, leaving the future to the younyer 
veneration 

We here on The Pacific Coast appreciate and know the 
younger generation 1s doing ad grand job carrying on 


the work started by the ‘founders years ago 


We are all very proud of each and every one of them 
and now we are looking torward to our Golden An 


niversary years hence 


PCCA's anniversary convention 


(Continued from page 14) 


The members of the various committees who will 
pilot the convention's activities, as announced by PCCA 
President Ernest L. Shaw, are as follows 

Convention Committee: E. A. Johnson, Jr, chairman 
R. W. Hills, UH, Clarence Levy, William Seely 

Nominating Committee: J. E. Duff, chairman, Weldon 
H. Emigh, Peter Folper, Andrew C. Glover, William 
V. Lynch, ©. A. Nonenmacher 

Resolutions Committee: Oswald L. Granicher, chair 
man, Stanley A. Brand, Harold F. Gavipan, Eugene F 
Hoelter, William J. Morton 

Necrology Committee: Joseph G. Hooper, Jr, chair 
man, Andrew S. Moseley, E. D. Perry 

Baseball Committee: Jack Schimelpfenig and Harvey 
Brockhage, co-chairmen, J. E. Fitzpatrick, Jack Mooney 

Golf Committee: Cedric Sheerer, chairman, Morris 
Buckingham, Carl Corey, Earl Lingle 

Golf Sweepstakes Committee: Norman Johnson and 
John Beardsley, co-chairmen, Leon Cavasse, Fred De Bow 
Neil Hopping, Harold King, William Nichelmann 
Robert C. Powell 

Convention Art Work: Dougles H. Wood. 
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665 THIRD STREET LOS ANGELES @ PORTLAND 
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Greetings and best wishes to the 


Pacific Coast Coffee Association on 


the occasion of its 25th annual conven- 


tion, at Pebble Beach. We look forward 


to a meeting Filled with good fellowship. 


EK. A. JOHNSON & CO. 


166 California St. San Francisco, Calif. 
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The Pacific Coast Coffee Association is to an extent 
unique among trade groups in that the emphasis of the 
membership is essentially directed toward the preserva- 
tion of the integrity of a contract, rather than on the 
conventional concepts of service so often expected of 
similar organizations. 

The Articles of Associa 
tion read, in part: “A mem- 
bership in this Association 
shall make the use of ‘said’ 
contract mandatory for the 
sale of coffee ‘to arrive’ on 
the Pacific Coast” 

The 
part 
pute, or difference, arising 


contract reads, in 


Any controversy, dis 


under, out of, in Connection 
or for a breach of this 
shall be submitted 
before the Pacific 
shall be final and binding upon 


with 
contract 


Cotfee Associa 


to arbitration Coast 


and the 
the parties thereto”. 

This philosophy ts an outgrowth of the old Bickford 
contract, dating back before World War 1, which in 


arbitrative 


tion award 


corporated practically the same provisions 


under which the Pacific Coast made tts most. striking 
Zains as an importing center, growing from 383,000 bays 
in 1914 to 1,165,000 in 1919, with the latter figure 


having practically trebled itself in actual transactions 
Many of today’s traders on the Pacific Coast literally 
grew up in this atmosphere of conciliation predicated 
on the spirit of the trade, rather than its letter. Not 
withstanding the volume of coffee traded or the violence 
and controversies 


of market fluctuations, arbitrations 


have been the exception on the Coast, rather than the 
rule 

The Pacific Coast is defined by the Articles of As 
sociation to mean the seven the Twelfth 
Federal Reserve District, plus Montana, New Mexico 
Wyoming, and the British Columbia, 
Canada—certainly an area large enough to capture the 


basic states of 


province of 


imagination of anyone of vision 

Assuredly the level of imports must be doubled with 
in a very short time so as to accommodate the demands 
of a constantly growing population living under climatic 
conditions conducive to uninterrupted year-round enjoy 
ment of coffee. 

In light of the provisions of membership which make 
the use of the uniform contract mandatory, the traders 
who will participate in this expanded volume must have 
as unbounded a faith in its integrity, and as unqualified 
confidence of complete equity in any performance against 
it, as they have had in the past. 
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PCCA’s uniform contract 


By A. C. GLOVER, General Manager 
Manning's Coffee Co. 


I believe that is why at the time of our annual con 
vention, with the exception of national emergencies, de 
mands of diplomacy, or special programs, we can in the 
main leave the cares of our office behind us and devote 
our time to golf, good fellowship, the renewing of old 
friendships and the making of new ones 

If we have any desire to let our imaginations soar ,we 
can do so in a of “liar’s dice’, a Machiavellian 
device peculiar to this section, as we can be confident 
in the fundamental security of a document which means 


so much to us, 
Fair dealing ts truly the spirit of the Pacific Coast 


Cottee Association 


PCCA was born 


(Continued fiom page 20) 


and his 


( loss t & 


ther adoption 
motion was seconded by A. E. Digman, of 
Devers, Portland, Oregon. The adoption was unan mous 

Harry D. Maxwell had 
present to the had 


members 


treto & Co He asked tor 


moved that all who 


roll call 


writing 


next 


answered ind those who 


to be come 
association 


signified their intention in 


be clected charter members of the 
Elliott, of Defiance Tea & Cotfee Company of Portland 
seconded the motion which was adopted by acclamation 

There 


association 


election of otheers of the new 


| Older 


followed the 


Benjamin who was im Central 


America at the time, was elected the first president of 
the Pacific Coast Coffee Association. George ¢ Thiet 
bach was elected executive vice president Ihe other 
members of the former Joint Coffee Committee]. 1 
Duff, R. W. Hills, Jr, Harry D. Maxwell, R. D. Quin 
lan, Jr., and Paul R. Simpson, became members of the 
first executive committee 


Regional presidents elected were For southern 
California, E. C. Joannes, Coffee Products of America 
Los Angeles, for Oregon, F. D. Stephenson, Wadhams 


& Co., Inc., Portland; for Washington, Nathan Eckstein 


Schwabacher Bros. & Co., Inc., Seattle 
In the absence of the ne wly elected president, Execu 
tive Vice President George C. Thierbach took over 


and prefaced his talk by saying that due to absence of 


the newly elected president, Ben Older, it became his 
great honor and privilege to be the first person to 
address the members of the new Pacific Coast Coffe: 


Association, 
Other speakers included the regional vice presidents 


(Continued on page 7#) 


25 


ar 
The. 
x 
3 
asi 


* PCCA Silver Anniversary Convention 


coffee — San Francisco's top import 


By CHARLES K. TAIT, Port Director 


Almost one-sixth of the nation's coffee imports move 
through the Port of San Francisco every year, making 
this largely Latin American product the harbor's top 
valued import 

Year in and year out, green coffee is the port's Number 
| incoming cargo: 2,286,227 bays of it last year, weighing 
some 301,782,000 pounds and valued at more than $156, 
000,000 

More than half of San 
Brazil, with Colombia the second ranking source 

Not only is this mountain of coffee beans imported 
Most of it is tested, tasted, roast 
by San 


Francisco's coffee comes from 


through San Francisco 
ed, blended, ground, packaged and distributed 
Francisco plants to millions of American tables 
Several 


Coffee is the city’s fourth biggest industry 
smaller 


of the country s major coffee firms and many 
ones have their plants close to the Embarcadero 

San Francisco's spectacular coffee trade is due in part 
to its double position as a hub of fast steamship routes 
serving the Central American Trade, and as the major 
West Coast terminus for a network of inland transpor 
tation lines 

Arriving almost daily with coffee in their holds are 
ships of the Grace Line, Moore-McCormack Lines, 
Johnson Line, Italian Line, Independence Line, French 
Line, Pope and Talbot, American President Line, Hol 
land-America Line, Grancolombiana Line, Westfal 
Larsen Co, Line, Java-Pacific and Hoegh Lines, Matson 
North German-Lloyd Hamburg-American 


Lines, and 


Line 

Most of them bring Central American coffees, but 
there is a steady import from Africa, Madagascar, and 
Hawaii. More than 100 different varieties are used by 
the coffee roasters here 

San Francisco is a popular coffee city because of its 


year-round moderate climate, too 


San Francisco 


Coffee, San Fran- 
ciscos No. | im- 
port, comes ashore 
at one of the port's 
coffee piers. 


The even temperatures allow coffee beans to be stored 
in large quantity without any of the changes in weight 
and quality they might suffer in climates that are too 
dry or too moist, too hot or too cold 

The port's coffee piers are airy and spacious, enabling 
coffee handlers to weigh their shipments immediately 
on unloading, to pile them properly or haul them away 
without delay 

Advantages like these keep coffee reigning as king of 
the imports at San Francisco 


Trends in Haiti's coffee exports 


While the dollar value of coffee exports from Haiti 
has increased materially, particularly since 1944-45, this 
reflects mainly an increase in world prices rather than 
an increase in production or exports, Also on a percent- 
age basis, coffee reflects a much greater share of export 
earnings, which is due not only to increased dollar value 
but to a decline in export earnings of bananas and sisal 
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Coffee & Tea 


At the risk of being trite, we are 
going to repeat that old saying of Will 
Rogers, “All I know is what I read 


in the newspapers.” That idea x 
far beyond Rogers In 
its broadest application it means that 
except for the rare few, all we know 1s 
what we have learned trom someone 
else or read in a book or a newspaper 
So what follows by way of general 
ideas 1s just second-hand from coffec 
men, who have to gamble that their 
conclusions on the market are, for the 


philosopher 


most part, correct; or from some re 
flections of the writer, based on what 
someone has said or written. If from 


what someone has said, it is with the 
understanding that he be not quoted, 
so you will have to take the ideas 
without specific authoritative backing 
and judge them for what they are 
worth, 


A very keen and successtul trader 
for one of the larger importing firms 
was asked what he thought of the 
market. His answer was “touchy, ri 
diculous.” 

The Monday before, 
delivery, were being quoted at 54Y, 
This was a rise from the previous 
weeks. On Wednesday following they 
were down to 52.70. What economi 
given for such rapid 


$razil 4's, May 


reason could be 


market fluctuations? None that any 
trader could pinpoint, any more than 
he could account for the pe ak ot 
February and the drop in March tT 
this year, a spread of over eight 
points 

Now coffee buyers for roasters all 


over the United States were trembling 


to that 


when Brazil rose 
Monday. They feared that they migh 


have to start buying before coffee went 


to, say, 58¢ Wednesday the were 
relieved, but they continued ¢ scan 
the quotations with a nervous eye 


like the good old 


The market was not 
days, when one could depend on pri 


having some relation to real values and 


economics—but we are not mvinced 
on this observation 

If an opinion could be offered, what 
makes such a market is speculation 
fear that there will be speculation, and 
buying habits of roasters Also en 
tering into the question is somethiung 
of a balanced market, either as t up 


ply and demand or external influences 


upport a 


like politics interceding to 


Sau and econom« forces to retard i 
rise 

Don’t condemn too readily specula 
tive forces which cause the coffee bu 
er such a headache (otter they can 
retard a panicky rise by selling for prof 
it or hold a falling market where 
pront taking appears 

The above would seem be é 


facts of life as to a coffee market How 


1956 


MAY, 


some reflections on roaster buying 


By MARK M. HALL, San Francisco Representative : 


Industries 


May a low of 524%; June a high of 
July 524); September, 59; Decem 
ber, 51M, 

In 1956, February spots 5844; March 
does the roaster buyer contribute to spots quoted at 49 
it? This may not be the real answer, 
but it does jibe with a few thoughts 50 cents appeared five 
picked up here and there trom othce 


secretaries, warchousemen, trade paper 


bottom of around 
times in 14 
months, and the high of around 59 
cents four times over the same period 

Futures fluctuated in much the same 
way, alter allowing for the normal rise 
fall in quotations as they approach 
delivery date and other factors 


on page 87) 


observers, and a few coffeemen 


Consider spot coffee quotations tor 
1955 Beginning with February, spot or 
Santos 4's in New York hit a low of their 


about 5244; in March a high of 59; (Continued 


everything from 


TEA TO TEXTILES 


speeds to market on firm, dependable 
schedules on American President Lines 


Your profit is better protected when you ship Amer- 
ican President Lines, because you can plan your 
plant production and consignee arrivals with 
greater accuracy. Firm schedules hold your insur- 
ance and interest costs at a minimum. A world net- 
work of more than 280 agents and branch offices 
provides the “follow-through” that tea or any other 
cargo requires. And your critical merchandise gets 
the special care it needs. Four world routes—Round- 
the-World, Trans-Pacific, Atlantic-Straits and 
Intercoastal. 


Consult your freight forwarder, customs-house broker, or 
nearest APL office. 


AMERICAN PRESIDENT LINES 


General Offices: 311 California St., San Francisco 4 


Offices in Principal cities and ports throughout the world 


be 
4 
4 
t 


| 
dging + Quot Infor ° 
The coffee market is never stable. Our fast, authen- 
tic information on its activities will keep you abreast 


of its ever changing trends and assist you in 


stabilizing your trading. 


DEAN WITTER &Co. 


Members: New York Stock Exchange + San Francisco Stock Exchange 
New York Coffee and Sugar Exchange 
Chicago Boord of Trade + Los Angeles Stock Exchange 
SAN FRANCISCO New «LOS ANGELES 
CHICAGO * SEATTLE * PORTLAND 
Offices in other Pacific Coast Cities 


around for an 


experienced and eflicient 
banking connection to handle 
your foreign trade financing? 
Check with Wells Fargo 

the West's oldest name 

in international banking. 
Since Clipper Ship days, our 
Foreign Department 

has an unbroken tradition 

of outstanding service. 


wn ‘nit Put it to work for you— 
dial SUtter 1-1500. 


WELLS FPARGO BANR 


MAKALT AT MONTOCOMERY ¢ MARKET AT GRANT AVENUE San Francisco 
FEDERAL DEPOSIT INSURANCE CORPORATION 


| 
| 
| 
| 
| 
| 


% PCCA Silver Anniversary Convention 


Portland’s coffee imports 
up more than five times 


in past quarter century 


By THOMAS P. GUERIN 


General Manager 
The Commission of Public Docks 
Portland, Ore. 


The coffee industry is an important factor in the 


| economy of the City of Portland, which is one of the 
| largest coffee roasting and distribution centers in the 
United States. 


Millions of tons of green coffee move over the docks 


| 
of Portland annually, and this activity has a tremendous 


effect on the economy of the area, because a busy port 
means a thriving city, It is almost impossible to measure 


the direct and indirect benefits Portland enjoys as a re- 
| sult of the importation of coffee into the area; suffice 


to say they are great. 

The list of wage benefits, alone, is almost endless 
longshoremen, checkers, supervisors, stevedoring — per- 
sonnel, terminal employees, truck drivers, railroad em 
ployees, import brokers and employees, steamship office 
personnel and government personnel 

You can add to these, the employees of the coffee 
roasting companies, the can companies, paperboard box 
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And 


manufacturers, machinery makers and many more 
as cach supply business for the industry ts affected, the 
list continues to grow. Indeed, it would be difficult to 
find any person or business in the area that does not 
benefit directly or indirectly from the coffee industry. 

Seven roasting and packing plants are located in 
Portland. They are the Dwight Edwards Co, J. A. 
Folger & Co., the Boyd Coffee Co., the Defiance Tea & 
Coffee Co., the Tucker-Emmrich Co., McCormick & Co., 
Inc. and Wadhams & Co., wholesale grocers 

There are also many other firms engaged solely in 
distribution 

As the coffee industry has grown here, new plants have 
been built and old ones expanded to meet the demand for 
cans, paperboard boxes and other supplies. All of these 
plants are located in the Portland area. 

As an example of the distribution area covered from 
Portland, Folger serves Oregon, Washington, Idaho, 
Montana and sections of Utah, Nevada and California 
Some coffee also moves to Alaska, the Far East and 
other overseas ports 

Green coffee imports into Portland during 1955 total 
ed 36,829,269 pounds. This coffee came from 15 coun- 
tries, including Africa, the Belgian Congo, Brazil, British 
West Indies, Colombia, Costa Rica, Ecuador, Ethiopia, 
Guatemala, Honduras, Mexico, Nicaragua, Peru, El 
Salvador and Venezuela. Approximately one-third of 
the 1955 coffee imports were of Brazilian origin. 

Records show that coffee imports have increased al- 
most five and a half times in the last 25 years. Total 
imports moving across Portland dock in 1931 amounted 
to 6,854,368 pounds from only five countries—Brazil, 
Colombia, Guatemala, Mexico and the Dutch East Indies 

During the war years of 1943, 1944 and 1945, there 
were no coffee imports into Portland. There was also 
a very marked drop in 1942. In 1946, however, im 
ports totaled 10,864,052 pounds. 

Although coffee is not this port's largest import in 
terms of tonnage, it has a strong bearing on the total 
import picture. Coffee must come in steadily to keep 
pace with the demands of the roasters, and this means 
a regular procession of ships into the harbor. And these 
ships bring other cargoes which might not otherwise 
be discharged here 

Exports also benefit, since ship arrivals mean ship de 
partures, and ship departures mean cargoes lifted out 


ward. 


(Continued on page 78) 
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A quarter century 
of coffee imports 
through Los Angeles 


By JACK PARKINSON, Traffic Manager 
Port of Los Angeles 


The growth of coffee imports through Los Angeles 
Harbor in the 25 years since the organization of the 
Pacific Coast Coffee Association has been outstanding. 
The percentage of imports of green coffee has more than 
trebled in this period, a much larger percentage of in- 


crease than the average of 
other general cargo imports. 

Statistics of the Los An- 
Harbor Department 
that in 1930 coffee 
receipts were only a little 
more than 10,000 tons, while 
over the past several years 
the annual average has been 
more than 30,000 tons, with 


geles 
show 


the high point of nearly 
10,000 tons reached in 
1951. 


In 1930 about half of our 
coffee imports originated in Brazil, whereas today the 
figure is about 359%. In 1930 coffee imported from Africa 
amounted to only four tons. Last year African coffees 


contributed nearly 10% of the total tonnage. The per- 


centage of Central American and Colombian coffees 
has likewise increased. 
The movement of coffee has influenced other trade 


by aiding in the development of additional steamship 
For example, in the African trade in 1930 
total volume was only about 2,700 tons. 


SCrVvices. 
Last year coffee 
imports alone from Africa were nearly that large, and 
total African 20,000 

The coffee movement has not only aided in the im- 


trade exceeded tons. 
provement of ocean transportation, but the dollars paid 
for coffee have made the purchase of American manu 
factured products possible by the coffee growing countries 
Los Angeles Harbor was planned and built for shipping, 
and our excellent terminals have aided in the growth of 
cottee importations 
The plans of the Harbor Department for future growth 
and improvement are aimed at making possible the 
continued expansion of our import and export business 
so that Los Angeles Harbor will continue as the leading 
port of the Pacific Coast, a position it has held since 


1923 


Coffee exports gain 


The ratio of Haiti's coffee exports to total exports in 


creased from 50% in 1950 and 1951 to over 60% in 
1952 and 1953, and to 78% in 1954 and the first half 
of 1955 
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25 years of West Coast coffee... and ships 


On this, the 25th anniversary of the founding of the 
Pacific Coast Coffee Association, it 1s appropriate, I be 
lieve, that we review this memorable period from the 
standpoint of the shipping industry 

Perhaps in no other ocean trade does there exist such 
an interdependency of mu 
tual interests as between the 
coffee man and the shipping 
man. With the formation 
of the Pacific Coast Cotfec 
Association in the « arly 
1930's, this mutual interest 
was further fostered through 
the combined efforts of the 
steamship committee of the 
association and the conter 
ence lines servicing the cot 


fee-producing countries 

One important point in 
this furthering of better relations between the two in 
dustries has been the faithful and consistent service 
of the steamer lines which pioneered the coffee trade 
routes. A look at a Pacific Coast coffee manifest for 
the year 1931 reveals that most of the steamer lines 
presently servicing the coffee berths were doing the same 
job 25 years ago. 

True, the business of transporting coffee in 1931 has 
little in common with the problems faced today. It 1s 
noteworthy that the shipping industry has maimtained as 
flexible an approach to these problems as possible 


Faster, bigger 


A quarter of a century ago, the typical vessel engaged 
in coffee transport averaged ten knots in speed. Its ca 
pacity was limited to almost half that of today’s big 
freighters. A typical vessel in transit from Brazil to 
the Pacific Coast would average 33 days with perhaps 
a load of 15,000 bags. During that year 1931, 1,420,397 
bays of coffee were discharged on the Pacific Coast from 
322 vessel arrivals. Today's modern cargo carriers aver 
age 17 knots, and records reveal that they have lifted 
upwards of 100,000 bags of coffee on occasion A typi 
cal transit from Brazil now runs between 20 to 24 days 
with an average load of some 40,000 bags 

In 1955, 2,959,981 bays of coffee entered the Pacify 
Coast on 242 vessel arrivals. It can readily be seen that 
larger vessels are necessary today to accommodate the in 
creasing requirements of an expanding Pacific Coast cot 
fee consuming market, and faster schedules must be main 
tained to alleviate the higher financing costs involved in 
the importation of present-day coffee 


During this period of progress, the shipping industry 


¥ 19 c 4 


MA 


By JOHN A. STEIN, Traffic Manager 
Pope & Talbot, Inc. 


has made strides in the improvement of their service com 


mensurate with the growth of the coffee industry ttselt 
on this coast For instance, the multiple compartment 
space offered on present day steamers has done much to 
lessen chances of Contamination, more prevalent on Ves 
sels utilized in the early 1930's 

From the terminal standpoint, palletizing has ac 
complished a two-told purpose reducing damage from 
excessive handling and making better-utilization of space 
on docks and in warehouses 

In the field of labor relations, the maritime industry 
on the Pacific Coast probably encountered its) most 
troublesome problem during the past 25 years It 1s 
gratifying to report that long-term contracts with the 
Pacific Coast maritime unions have recently been effected 
pomting to a new era ol uninterrupted service 

A major challenge continually facing the shipping 
industry on the Pacifle Coast is that involving the rate 
structure. This complex problem has been intelligently 
regulated by the steamship conferences, which are ever 
vigilant to maintain rates scaled to the competitive needs 


of the Pacific Coast coffee industry 


PCCA and ship lines 


As noted above, the combined efforts of the steamshy 
committee of the Pacific Coast Coffee Association and 
the member lines of the Latin American steamship con 
ferences have produced innumerable improvements 1 
ill phases of coffee transportation 

A uniform formula for the handling of coffee claim 
is one of its outstanding accomplishments 

Much has been done by these two groups to establish 
a standardization of weights in the various trades 

A uniform system of marking bags 1s another im 
portant improvement accomplished through tnter-in 
dustry cooperation 

In recounting significant developments Shipping wise 
during the past quarter-century, we should mention the 
unprecendented action of the U.S. Maritime Commission 
in 1949 in establishing operational subsidies for two 
U.S. flag companies serving the Brazil/Pacific Coast trace 
In certifying the Pacific Argentine Brazil Line (Pope & 
Talbot) the government pave copnizance to the expand 
ing importance of the Pacific Coast coffee industry, and 
further set a precedent since duplicated in other key shy 
ping trades 

Certainly the field of improvement in this business of 
transporting coffee leaves much to be covered. but we 
are confident that in the same spirit of Cooperation that 
produced the past 25 years of accomplishment future 


operations will see similar patterns ot my} rovement 
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a checklist 
of coffee selling aids 


What selling aids ave available to you, the roaster, to 
hutld your brand sales. What booklets, ilmstrips, television 
ma'ertal, vadio spots, press releases and other items can you 
put to use in bringing the coffee story to housewives, to food 
shore executives and restaurant operators, even to your own 
staff? 

Here's a checklist which tells you, tem by ttem, what 
each 15, how to use ut, what wt costs, and where to get it 


Part 2 — Conclusion 


The items are grouped into four main categories Pomt 
purchase material—food store and restaurant; coffee back 
ground material; and television and radio material 

The stems are those available in the maim, from the Pan 
American Coffee Bureau, 120 Wall Street, New York 5 
N. Y.; the National Coffee Association, 120 Wall Street, 
New York 5, N. Y.; and the Coffee Brewing Institute, 551 
Fifth Avenue, New York 17, N.Y 


Part 1, in the April issue, covered TV and radio material, point-of-purchase 


Promotion material — food store 


Item: Iced coffee newspaper mat 

What it is: A newspaper mat showing a glass of iced 
coffee and reading “Cool off with iced coffee.” It has an 
area for brand name and price listing. Available in two 
sizes: 1 column by 1 inch and 2 columns by 2 inches. 

How to use it: Supply the mats to your grocer accounts 
for use in their newspaper advertising or handbills 

What it costs: 10 mats for 50¢ 

Where to get it: Pan-American Coftee Bureau 


Item: Iced coffee newspaper mat 

What it is: A 2 column by 2 inch newspaper mat read 
ing “Cool off with iced coffee float.” It has an area for 
listing brands and prices of coffee and ice cream 

How to use it: Make it available to your grocer ac 
counts for use in their newspaper advertising and on 
handbills 

What it costs: 10 mats for 50¢ 

Where to get it: Pan-American Coffee Bureau 


Item: Iced coffee gatefold 

What it is: A reprint of the color gatefold which will 
run in the Saturday Evening Post on June 2nd. (A re 
production of this gatefold appeared in the February issue 
of Corree & TkA INDUsTRIES, formerly The Spice Mill, on 
pages 15-18.) 

How to use it: For distribution to food store and res 
taurant accounts to support your own iced coffee cam 
paign 

What it costs: $3.60 per 100 

Where to get it: Saturday Evening Post, Independence 
Square, Philadelphia 5, Pa., Attention Mr. Carl Caldas 


Promotion material — restaurant 


Item: “Specialty of the House” film 
What it is: A 35 mm. colored sound-slide film which 


MAY 


aids for food stores and restaurants, and general coffee promotion material. 


describes, step-by-step, how to brew urn and vacuum coffee 
and how to maintain the equipment The first part, 
“The Urn Brewing Method,” runs 16 minutes 30 seconds; 
the second part, “The Vacuum Type Method,” runs 11 
minutes 13 seconds 

How to use it: Make the film available, as a service to 
your customers, for showing a local restaurant meetings, 
at training classes within individual restaurants, and to 
other food service organizations 

What it costs: $5.00 per film, postpaid 

Where to get it: The Coffee Brewing Institute, In 


Item: “Specialty of the House booklet 

What it is: A 72 page fully illustrated trang booklet 
for restaurant personnel, Describes, step-by-step, how to 
brew urn and vacuum coffee and how to maintain the 
equipment 

How to use it: Arrange for distribution by your sales 
men to restaurant and institutional outlets. at restaurant 
industry conventions, and to training classes 

What it costs: $10.00 per 100, postpaid 

Where to get it: The Coffee Brewing Institute, Inc 


Item: “Coffee Brewing” booklet 

What it is: A 12 page booklet outlining the steps to 
be taken in making cottes in urn and Vacuum type brew 
ing devices. Directions for equipment care and mainte 
nance are included. It's designed for the instruction of 
restaurant and institutional personnel 

How to use it: Have your salesmen distribute it to 
restaurant and institutional customers, at restaurant in 
dustry conventions and to training classes 

What is costs: $20:00 per 1,000, plus mailing and 
handling charges 

Where to get it: The Coffee Brewing Institute, In 


Item: Survey of Beve rape C ofttec 
What it is: The 24-page final report on preferences of 
consumers patronizing | ublic eating places. It shows the 


relationshiy of yood coffee brewing techniques to the 
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success of a restaurant, and the changes in consumers’ 
opinions of coffee resulting from changes in brewing 
techniques 

How to use it: Salesmen can use it in helping to up 
grade the coffee brew served by their accounts. Distri 
bute it to supervisory personnel amony restaurant and 
institutional customers 

What it costs: $5.00 per 50, postpaid 

Where to get it: The Coffee Brewing Institute, Inc 


Item: “The Coffee Break in Industry” booklet. 

What it is: A 10-page booklet detailing some of the 
problems in industrial coffee breaks—-dispensing, serving 
and time factors—and solutions 

How to use it: Distribute to industrial accounts if you 
are handling in-plant service yourself; give to institutional 
accounts; put into hands of restaurant operators now 
handling on-the-job coffee breaks, or planning to; make 
available to vending machine operators; good for plants 
and offices which ask questions about coffee breaks, or 
are prospects for such a service. 

What it costs: $3.00 per 100 

Where to get it: Pan-American Coffee Bureau 


Item: “A News Round-Up on the Coffee Break!" 

What it is: A four-page folder containing a reprint 
from the Wall Street Journal dealing with many aspects 
of the coffee break in business. 

How to use it. As fill-in material for your own sales 
men; to put into the hands of plant and office executives; 
to distribute to institutional accounts; to use in briefing 
the press. 

What it costs: $3.00 per 100 

Where to get it: Pan American Coffee Bureau 


Coffee background material 


Item: “Survey of Consumer Attitudes on Coffee.” 

What it is: The complete report on a survey conducted 
last summer for the National Coffee Association. It tells 
the who, what, when and where of today’s coffee market 
who your consumers are, what they think of coffee, when 
they drink coffee, where they live--and why they do, or 
do not, drink coffee. 

How to use it: As background material for your own 
executives, your advertising agency people and your sales 
men. It can also be used in answering questions from 
restaurateurs and food store operators. 

What it costs: $5.00 each 

Where to get it: National Coffee Association 


Item: Summary of Survey of Consumer Attitudes on 
Coffee. 

What it is: An eight-page mimeographed summary of 
the consumer survey described above 

How to use it: Use it as a capsule version of the con 
sumer survey described above. 

What it costs: Free. 

Where to get it: The National Coffee Association 


Item: “A Motivational Research Study on the Role of 
Coffee in 1955. 
What it is: The complete findings of the study by the 
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Institute for Motivational Research trom which the di 

gest, “New Horizons for Cotfee Promotion,” was drawn 
How to use it: Make it available as a reference tor your 

advertising, merchandising and sales people, including 


the advertising agency personnel handling your account 
It offers basic data useful in considerations of advertising 
and merchandising campaigns 

What it costs: Free, upon written request 

Where to get it: Pan-American Cottee Bureau 


Item: “A Study of Coffee Drinking in the United 
States—-winter, 1955 

What it is: A 12-page brochure containing the report 
on the fifth of a series of winter beverage studies measur 
ing trends of coffee drinking in the United States. (The 
1956 study should be available soon.) 

How to use it: As background material for your own 
staff, advertising agency people and interested food store 
and restaurant executives--and to answer questions 

What it costs: Free, in limited quantities 

Where to get it: Pan-American Cotfee Bureau 


Item: “Water Impurities and Brewed Coffee Flavor 

What it is: An Il-page report of research studies on 
the effect of water impurities on the flavor of brewed 
coffee. The research was conducted at the Massachusetts 
Institute of Technology 

How to use it: Supplement your own research and 
technical findings with this material. The report can 
also be useful in answering inquines from customers, con 
sumers and others interested in knowing more about 
coffee 

What it costs: $5.00 per 50, postpaid 

Where to get it: The Coffee Brewing Institute, Ine 


Item: “A Survey of World Literature on Coffee 1954 

What it is: A 23-page research study which reviews im 
portant literature on coffee published during 1953; con 
ducted at the Massachusetts Institute of Technology 

How to use it: Supplement your own research, tech- 
nical findings and activities with this material, Use it 
in guiding sources of information to students, writers and 
others interested in coffee 

What it costs: $5.00 per 50, postpaid 

Where to get it: The Cotfee Brewing Institute, In 


Item: “The Pan-American Coffee Bureau’ booklet 

What it is: An eight-page booklet which tells what 
PACB 1s and what it does 

How to use it: For your own staff and interested cus 
tomers in clarifying organization functions in the in 
dustry 

What it costs: Free, in limited quantities 

Where to get it: Pan-American Coffee Bureau 


Item: ‘Trade Policy in Inter-American Relations 

What it is: An eight-page reprint, in booklet form, of 
an article by Henry F. Holland, Assistant Secretary of 
State for Inter-American Affairs, which appeared in the 
Journal of Commerce 

How to use it: As basic coffee background material for 
your own staff and food store and restaurant executives 
What it costs: Free, in limited quantities 
Where to get it: Pan-American Coffee Bureau 
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Officers of th Southern Coffee Roasters Association at a reception 
given by the Mississippi Shipping Co. aboard the Del Sud at New 
Orleans. From left: Lucian Seemann, Delta Line host; R. J. Bates 
Smith, retiring SCRA president; Marvin Bubis, newly elected presi- 
dent; William E. Smith, first vice president; Jack Dinos, secretary- 
treasurer. 


Join industry campaign 
to boost iced coffee, 
Southern roasters urged 


Members of the Southern Coffee Roasters Association, 
meeting in a day-long conclave at the St. Charles Hotel, 
New Orleans. were urged to join an industrywide cam 
paren to merease coffee consumption and to promote 
iced coffec 

Marvin Bubis. of the American Tea and Coffee Co., 
Inc., Nashville, was elected president of SCRA for the 


ye ar 


Named first vice president was William E, Smith, ot 
the Batterton Coffee Co., Birmingham. J. W. Reily, of 
Wm. B. Reily & Co., New Orleans, was elected second 
vice president. Jack Dinos, of the Mocha Coffee Co., 
Atlanta, was chosen secretary and treasurer. 

Pointing to the opportunity in this summer's iced 
coffee campaign, National Coffee Association President 
John F. McKiernan reminded the roasters that they service 
13 of the country’s fastest growing markets, and that the 
crop situation indicates ample supplies for an all-out 
merchandising effort 


Mr. McKiernan cited a recent magazine survey show- 
ing that principal cities in Louisiana, Mississippi, Ala- 
bama, Virginia, Florida, and North and South Carolina 
have experienced populaion growths of from 14% to 
35% during the past five years. He said that, if the 1946 
per capita consumption rate could be regained, the U.S. 
coffee industry could be importing, processing and selling 
three billion pounds by 1965 


ie good time to make your customers cotfee promoters 
is this summer when, as you know, the industry will get 
behind an iced coffee campaign,” Mr. McKiernan de 
clared 


"Is there anybody who still doubts that coffee can at 
tain volume sales in hot weather? Then let me remind 
you that at the time when a certain popular soft drink 
developed the slogan, Thirst Knows No Season, the man 
ufacturer's own coolers were being used by storekeepers 
during the winter months for the storage of potatoes! 
But on the impetus of that slogan and its accompanying 
promotional campaign, that soft drink now sells better 


== 
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during the cold months than it used to during the hot 

“Question: if a warm drink can be successfully market 
ed in cold weather, why can't a beverage that is enjoy 
able hot or cold be successfully sold in the summer time?” 

Experience with consumer groups has prov ed that they 
know good coffee when they taste it, Eugene G. Laughery, 
president of the Coffee Brewing Institute, told the meet 
ing. Coffee consumers welcome advice on coffee brewing, 
he added. 

Mr. Laughery invited the Southern roasters to work 
with CBI in promoting correct brewing proc edures among 
both home and restaurant consumers, pointing out that 
restaurateurs realize the importance of coffee in the suc 
cess of their operations, They depend on coffee salesmen 
for advice on brewing methods and equipment, he said, 
which means that coffee salesmen must be experts on 
coffee brewing. He advised refresher courses for the 
salesmen. 

The CBI president, after describing the Institute's 
scientific research program, stressed the fact that it 1s 
‘long-range’ and must, therefore, proceed slowly and 


thoroughly 


Steps to work out plan 
for international coffee 
agreement voted by OAS unit 


The Economic and Social Council of the Organization 
of American States (OAS) last month voted 15-0 to 
have a proposed international coffee agreement drawn up 
for formal consideration 

The decision to drafi an agreement on coffee prices 
came after the coffee committee of the Council submitted 
a lengthy study last January, reportedly showing that 
there would be over production of cottee in coming ye ars 

This special coffee committee is composed of Brazil, 
Colombia, Nicaragua and the United States 

The United States—which as a rule has opposed estab 
lishment of new tnternational commodity agreements 
Peru and Chile abstained from the voting 

Ambassador Harold Randall, US delegate to the 
council said ‘The United States will have to abstain tn 
any voting relating to an international agreement on col 
fee because the government has not yet adopted a position 
on this matter. 

Brazil reportedly told the Council it believed it ad 
visable to have a coffee agreement but that it would give 
its specific views later, after completing its studies of the 
matter. It recommended that the subcommittee draft the 
agreement and that consuming countries and non-Amer 
ican producing countries be included in it, alony with 
the American producers 

The Council's coffee committee satd its studies indi 
cated that an agreement combining features of buffer 
stocks and quotas, similar to the International Tin Agree 
ment, would be preferable for coffee. It said the inter 
ested governments should decide on the type of agree 
ment, however 

The Council's coffee subcommittee was instructed to 
bring in a draft of the agreement as “soon as possible 
Emphasis was laid on quick action because of widespread 
fear among Latin American producers that big cottec 


surplus are due 
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design or private design 
May we send samples 
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requirements? 
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Coffee Day starts summer 
campaign for new trade group — 
New Orleans Coffee Association 


By W. McKENNON, New Orleans Representative 
Coffee & Tea Industries 


Karly in April a group of coffee roasters, their ad 
vertising APencics bay company repre sentatives, Louisiana 
store men 
New Or 


and chain 


Palace to 


Restaurant Association members 


met at the Commander's form the 
( offec 

The group met chiefly to map plans for Coffee Day 
as slated by the Pan-American Coffee Bureau for April 
Lith 

There was one motivating thought behind the efforts 
of the proup—to increase the 
coffee in New Orleans 


ly here in the 


leans Association 


popularity and sales of 
Coffee consumption drops shary 
cotfee 
must be made to combat this slump 
The group elected R. L. Williford, of the Wm. B 
Reily Coffee Co., as chairman, and Fred ( Fagot, gen 
eral manager of the Pan Gul Coffee Co., as vice chairman 
The Mayor's proclamation naming April 11th Coffee 
Day in New Orleans was presented to representatives 
of the cotfee industry here 


summer, and men realize efforts 


Photographs of the presen- 
tation appeared in the local newspapers, with Austin 
A. O'Brien, president of the Green Coffee Association 
of New Orleans; Robert Williford, and Fred ¢ 
receiving the proclamation 
acting for the Mayor 


Fagot, 


from Councilman Clasen, 


<> | 
ine Coffees 


A 400-line newspaper advertisement appeared in the 
local papers, sponsored by the group and contracted by 
one of the leading roasters in the group. This ad stated: 
“Today is Coffee Day. We invite everyone to enjoy a 
FREE cup of coffee. Use this coupon. Coffee is the 
and relaxer. Enjoy a Coffee 
Break. (signed) New Orleans Coffee Association,” 

The coupon read: “New Orleans Coffee Association 
and Louisiana Restaurant Association invite you to enjoy 
This coupon is good at any New 
Orleans restaurant on Coffee Day, Wednesday, April 
11. 1956. Attention New Orleans Restaurants: The New 
Orleans coffee roaster that supplies you will redeem this 
coupon for 5 Redemption guaranteed by New 
Orleans Coffee Association. Good only in New Orleans 
on Coffee Day, April 11, 1956 

Coffee Day observance was publicized to a much greater 
extent this year than last 

The New Orleans Coffee 
that iced coffee will be promoted extensively this summer 

Fred C, Fagot who has been running the Pan-Ameri 
can film on coffee production at civic clubs and church 


greatest social business 


a free cup of coffee 


cents. 


Association is determined 


groups the past year in New Orleans, 1s making arrange- 
ments for an iced coffee preparation scene to be in- 
serted at the beginning of the film. This will be run 
before local associations and organizations all summer 
The Lord Howe Coffee Co. will serve iced coffee to these 
gatherings 

The Lord Howe Company will promote iced coffee 
in their store demonstrations and serve iced coffee to 
customers. Mr. Fagot is investigating the possibility of 
running the film, with tts iced coffee addition, in store 


windows on a small screen. 
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Local firms have started distributing the iced cotfee 
promotion material to restaurants and groceries here. 
While the weather is still cool and hot coffee the order 
of the day, advance publicity of this type is felt to be 


. BYRNE, DELAY & CO. 
New Orleans cotfee men realize they have a problem 9 = 


here in promoting iced coffee successfully. The chicory 


blend is used extensively and people seem to have a dis- 


tinct tendency to avoid the iced chicory blend 


However, the trade here is making a strong, concerted 


effort to prove to New Orleans coffee drinkers that they e 

are missing a refreshing lift, and iced coffee will be | Cottee 
promoted more extensively and successtully this year, 
they insist. 


Agents for Reliable Shippers 


Coffee Day marked in key cities | || 
, | in Producing Countries | 


Coffee Day was marked as part of Pan-American Week 
by members of the industry, together with government 


authorities, in key cities across the country | 


{Observances in New York City and San Francisco, as | Specializing in: 
well as additional events in New Orleans, are reported 


on Pages 83-87 by Coffee & Tea Industries representatives 
there. } 
In Washington, D. C., a Cotfee Day luncheon was at 


tended by government and diplomatic ofhcials, Congress COLOMBIANS 


men and cotfee industry leaders 


Andres Uribe, in the key Coffee Day speech, told the VEN EZU ELANS 


luncheon that ‘‘stabilizing the coffee industry will pro 


BRAZILS 


vide 14 Latin American nations with a solid economic 


foundation from which intelligent, long-term planning 


of industrial and agricultural development may proceed.” 

In White Plains, N. Y., Mayor Edwin C. Michaelian, 
proclaimed the city the “coffee capital of the U.S.” The 
Nestle Co., Inc., and the General Foods Corp, have ex 


ecutive offices there 
In Chattanooga, Overton Dickinson, president of the 
Fleetwood Coffee Co., attended a special Cottec Day 


ceremony in the mayor's office 


In Canada, too 


In Canada, Charles G. Lindsay, manager of the Pan 


American Coffee Bureau, spoke to a meeting of the 


Canadian Inter-American Association on the growing im 


portance of coffee to Canadian trade, 


Emphasizing that planning precedes progress, Mr 
Uribe asked the Washington, D. C., luncheon How 
much planning can industry or government accomplish 


when a substantial portion of investment capital comes 


from the proceeds of a commodity whose sale price has 


risen 40¢ a pound and fallen 40¢ a pound in the space 


of a few months? 
It cannot be said that the future of Latin America’s 


coffee industry is secure. To establish a firmer foundation 


for coffee, study has been given to an international coffe 


agreement, which could be a method of bringing stability 


to the industry.” 
Citing Latin America’s ever-present problem of rapidly 
increasing population and low standards of living, Mr 


Uribe stated These problems make it ne essary for the 


coffee produ ing nations to take immediate steps to 


stabilize the future of their vital industry The future of 


S. A. SCHONBRUNN & CO., INC, 
77 Water Street, New York, N. Y. 


coffee must be secured because everyone concerned with 


the commodity or the bevarge will benefit 
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A diorama section of one of the PACB exhibits, showing coffee pro- 
cessing. Exhibits have been made available to coffee firms. 


PACB makes $75,000 
coffee exhibits available 
to coffee companies 


Two special coffee exhibits, built at a cost of almos: 
$75,000, are being made available for use by coffee com 
panies to tell the story of coffee via trade shows and 
museum showings, according to a new policy announced 
by the Pan-American Coffee Bureau 

PACB will provide the transportation to and from the 
place of exhibit 

The Bureau's new policy on the two exhibits 1s to loan 
them to any coffee company on a “first come, first served” 
basis 

Additional costs, such as booth space rental, installation 
and maintenance during exhibition, would be paid by the 
company 

The first of the coffee 
companies is a small traveling exhibit, “The Story of Cot 


two exhibits now available to 


fe Specifically designed for use at trade shows where 


a 10 foot by 10 foot booth is available, this exhibit is a 
portable unit measuring 8 feet 8 inches across the front 
and standing 8 feet high 

It is lighted from within with 12 colored pictures of 
cotfee Latin American 
produc inp countries 

It also includes a stand on which samples of ripe coffee 
cherries, coffee, roasted coffee, 
and ground coffee are displayed in plastic containers 

Booklets such as “The Story of Coffee 
cup” or “How to Brew Good Coffee Every Time 
placed on this stand, thus making it a completely independent 


cultivation and processing in the 


parchment coffee, green 
from seed to 


can be 


untt 

For museums or large public buildings, where a floor 
space of 800 square feet is available and where the exhibit 
will remain up for one month or more, the Bureau will 
install, on request from a coffee company or museum director, 
its large coffee exhibit. 

This colorful exhibit 
which portray the history, planting, growing, harvesting, 
shipping, roasting and proper brewing of coffee 

Generally, use of this exhibit is not advisable unless at- 
tendance of 20,000 or more can be anticipated during the 
Because of the expense in- 


consists of 12 free-standing units 


month of its installation, 
volved in shipping, installing and dismantling this large 
exhibit, the Bureau reserves the right to judge each applica- 
tion for showing on its individual merit. 


Eisenmenger elected chairman, Laughery 


president of Coffee Brewing Institute 

At the annual meeting of the board of directors, of 
The Coftee Brewing Institute, Inc., Philip I. Eisenmenger 
was elected chairman of the board, Eugene G. Laughery, 
president, and Donald Kniffen secretary 

Mr. Eisenmenger is assistant vice president of Standard 
Brands, Inc 

Mr. Laughery had been general manager of the In- 
stitute since 1953, when it began operations. Mr, Kniffen 


joined the Institute a year later 


ROASTING 
GRINDING 
PACKING 


VACUUM PACKING 


Coffee Trade Roasters 


H. MILLS MOONEY & SON, INC. 


20 FULTON STREET, NEW YORK 38, N. Y. 


Telephone: WHitehall 4-5138 


WE'VE EXPANDED AGAIN! 


70,000 more square feet added, 
bringing the total to 190,000 
square feet available at the 
Midwest's most modern and 
complete Warehouse, at 4045 
West Chicago Ave., featuring: 

¢ Fully Mechanized Service 

* Inside Rail Sidings 

¢ Off Street Truck Drives 

¢ Low Insurance Costs 
WRITE, WIRE, PHONE FOR DETAILS 


Wakem & McLaughlin, Inc. 
Gen. Off.:225E. Illinois St., Chicago 11 
SUperior 7-6828 
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Crops and countries 


coffee news from producing areas 


Vito Sa is Brazil’s new delegate 
to Pan-American Coffee Bureau; 
Setti named head of IBC board 


Vito Sa has been nominated by President Juscelino 
Kubitschek of Brazil to the post of that country’s repre 
sentative to the Pan-American Coffee Bureau, it was an 
nounced last month. 

A report from Rio de Janeiro also stated that President 
Kubitschek had appointed Arnaldo Setti president of the 
administrative board of the Institute Brasileiro do Cate, 
to succeed Francisco de Paula Soares Neto. 

Mr. Sa, who succeeds Eloracio Cintra-Leite 
representative to PACB, was director of IBC during the 
Vargas administration. More recently he was associated 
with the Minas Gerais state government 

Mr. Setti is a coffee grower from northern Parana 


as Brazil's 


Coffee expansion in Europe, more 


promotion in U. S$. on FEDECAME agenda 
The annual conference of FEDECAME—the 


Cafetalera de America—takes place in Mexico City on May 
27th-31st. In addition to the delegates from member coun 
tries, the conference will also be attended by observers from 
the U.S. and the Pan-American Coffee Bureau 

The provisional agenda proposes discussion of the fol 


rac ion 


lowing points: 

1. The promotion of coffee consumption in Europe; in 
tensification of the campaign now being conducted in the 

2. The opening of new markets throughout the world 

3. The possibility of increasing the percentage of washed 
cottec produced by the FEDECAME countries 

4. The study of diseases most damaging to the coffee 
trees. 

5. Coordination of the technical 
FEDECAME with those of other international organizations 

6. The establishment of a “Coffee Day” in all countries 
members of FEDECAME 


assistance activities of 


Good year for coffee producers, Mejia predicts 

Manuel Mejia, manager of the National Federation of 
Coffee Growers of Colombia, in a press interview in Bogota, 
predicted this year would be a favorable one for coffee pro 
ducers and that good prices would be maintained 

World consumption, Mr. Mejia said, was much better this 
year, very good markets having developed in the past two 
years in Europe 

Mr. Mejia said that the April-June Colombian crop, which 
has already started, would be smaller than in recent years and 
that the 1956 calendar year output would not be very good 


Coffee lost in Santos floods 


Many warehouses in Santos suffered 
ing the recent floods in Santos, it 1s reported by Octavio 
Veiga, Santos correspondent of Corrre G Tra INDUSTRIES 

The loss is calculated at 45,000 to 50,000 bay 


water damage dur 


damaye 


Institute Dr 


The coffee trade in Santos has proposed that the 


coffee be replaced 


di ( 


from stocks of the itleiro 
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| Bureau's survey, follow 


| | Percolator is still 


America’s favorite 
coffee brewing device 


Preliminary results of the Pan-American Coffee Bureau's 
annual survey of coffee consumption in the United States 
show that the percolator is still America’s most popular 
way of brewing coffee. 

Among regular coffee users, 64% of all families have 
percolators, compared to 22% who use drip devices, 
7.5% who use vacuum coffee makers and 6.5% who use 
an old-fashioned pot 

Prepared for the Pan-American Coffee Bureau by the 
Psychological Corp., the coffee consumption study is one 
of the periodic research programs which PACB maintains 


| Full results of the survey, which will show consumption 


patterns throughout the United States and give per capita 
cup estimates for 1956, will be published later. 

Initial results of the 1956 survey indicate that the 
popularity of the percolator is national in scope, extend- 
ing from 70% of all families in the East to 59% in the 
Far West 

Significant variations from one section to another are 
shown in the cases of the old-fashioned coffee pot and 
vacuum type devices: using a coffee pot is three times as 
common in the South as in the East, and the vacuum 
method of brewing coffee is more common in the West 
than anywhere else in the country. 

The popularity of the different coffee-making devices, 
based on positive responses to the Pan-American Coffee 


HOW REGULAR COFFEE WAS MADE AT HOME 
Winter 1956 


Urban and Small Town Population 
East North South West National 


Central 
Percolator 70.5 60. 62. 59. 64. 
Drip 19. 24. 24. Zi. 22. 
Vacuum type 7. 9. 4. 
Coffee Pot 3.5 7 10. 7: 6.5 


or Pan 


| No devaluation this year, 
Brazil's President Kubitschek 
Says, denying reports 


President Juscelino Kubitschek has indicated there will 


| be no further devaluation of the Brazilian crubeiro this 


| year, according to a press report last month. 


COFFEE 


Mr. Kubitschek told a press conference his government 
is not planning to undertake long-awaited currency re 


| forms in 1956, but he did not deny that current plans may 
| be changed later in the year. 


There had been recurrent reports that Brazil was pre- 
paring to devalue the cruzeiro so as to favor exports at 
the expense of imports 
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Abbreviations for lines 
Ahl Trans Car 


bean Line 


are subject change, 
require 


satlings 


Ahlmann 


not 


Moreover, 


Alcoa—Alcoa Steamship Co 
Am-Exp-—-American 
Am-Pres—Amertcan 
Arg-State—Argentine 


Export 
President Lines 
State 
Am-W Afr—American-West African Line 


Barh-Frn—Barber-Fern Line 


Barb-W Afr 


Barb-Wn—Barber 


Barber-West 


Brodin—Brodin Line 


Cunard—Broacklehanks’ Cunard Service 


Delta—Delta Line 


Dodero Dode re 
Dreyfus—Dreyfus Line 


Ell-Buck—Ellerman € 
Farrell—Farrell Lines 
Grace—Grace Line 

Granco—Transportadora Gran 


Colombiana, 
Gulf—Gulf & 


Co., Ine 


Hol-Int—Holland-Interamerica Line 


SAILS SHIP 


ACAJUTLA 
5/18 Candida 
6/4 Telde 


6/29 Candida 


Lida 


South America Steamship 


UF ruit 
UF ruit 
UFruit 


AMAPALA 

5/13 Candida UFruit 
5/31 Telde UFruit 
6/24 Candida UF ruit 
BARRIOS 

5/13 Lempa UFruit 
5/15 Cubahama UFruit 
5/16 C. Sartor: UFruit 
5/20 A steamer UF ruit 
5/23 Kirsten Torm UF ruit 
5/27 Leon UFruit 
5/W  Loviand UFruit 
6/3 Fiador Knot UFruit 
6/6 Copan UFruit 
6/10 Lempa UF ruit 
6/13 Frameggen UFruit 
6/17 Fiador Knot UFruit 
BARRANQUILLA 

5/15 Santa Ana Grace 

5/17 Frameggen UFruit 
5/21 Marna UFruit 
5/22 Santa Catalina Grac: 

5/23 Cheyenne UF ruit 
5/29 Santa Teresa Grace 

5/3 Texas Sword UFruit 
6/1 Carl UFruit 
6/5 Santa Ana Grace 

6/6 C. Sartori UF ruit 
6/12 Santa Catalina Grace 


MAY, 


1956 


Lines 


Bucknell 


NY5/30 


Ho6/15 N06/17 


NY7/11 


NY5/3 


Ho6/15 N06/17 


NY7/11 


N05/17 
Ho05/19 
NY5/24 
NY5/24 
NY6/1 

NY5/31 
NY6/7 

NY6/7 

NY6/15 
N06/14 
NY6/21 
N06/21 


NY5/23 
NY5/28 
N06/1 

NYS/30 
NY6/4 

NY6/6 

NY6/11 
N06/13 
NY6/13 
NY6/18 
NY6/20 


Lithmian Lines 
Java-Pacific Line 
Lamport & Holt Line 
Lloyd Brasileiro 


thou 


Trans 


Line 
Northern 


Norton Line 


African 
Wilhelmsen Line 


PacPar—Paci fi 


COFFEE BERTHS 


SAILS 


Shi sailin 5 


A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


Lines Abbreviations for ports 


Inde pe ndence Line 


Lines 


Maersk Line 
Mamentc Line 
Moore-MeCormack Lines 
Nedlloyd Ling 


Pan-American Line 


In 


Irgentme Brazil Line 


Far East Line 
Pacifie Transport Lines 
Pioneer Line 
Prince Line, Ltd 
Transport Lines, 
Royal Netherland Steamship Co 
Robin Line 


Inc 


In 


Royal Interocean Lines 


Southern Cross Line 
Sprague Steamship Line 
Stockhard Line 
Swedish American Line 
Torm Lines 
United Fruit Co 
Westfal Larsen Co 
Yamashita Line 


SHIP 


6/15 Marna 


6/19 Santa Teresa 


6/26 Santa Ana 


5/11 Santa Adela 
5/14 Santa Maria 


5/18 Gulf Shipper 


5/20 Santa Elisa 


5/21 Santa Margarita 


5/23 Santa Ines 


5/25 Gulf Merchant 
5/28 Santa Barbara 


6/1 Gulf Banker 


6/8  Guif Shipper 


6/22 Gulf Banker 


CARTAGENA 


5/12 Santa Rosa 
5/19 Santa Paula 
5/21 Marna 

6/1 L.H. Cari 


6/2 Santa Paula 
6/15 Marna 
CRISTOBAL 
5/15 Carl 
5/23 Candida 
5/27 Marna 

6/8 Cari 
6/22 Marna 


BUENAVENTURA 


Line 


LINE 


UFruit 
Grace 
Grace 


Grace 
Grace 
Grace 
Grace 
Grace 
Grace 
Gulf 

Grace 
Grace 
Guif 

Guif 


Grace 
Grace 
UF rut 
UF ruit 
Grace 
UFruit 


UFruit 
UF ruit 
UF ruit 
UFruit 
UFruit 


DAR es SALAAM 


5/25 Robert 
5/28 Leslie 
6/1 Roebiah 


Dreyfus 
Lykes 


Nediloyd 


Lid 


In 


N06/27 
NY6/27 
NY7/4 


LAS 20 
NY5/21 


H05/30 No06/3 
LA5S/30 SF6/3 Se6/8 


NY5/28 


NY5/30 Ba6/4 Pa6/7 
Ho6/6 N06/9 


NY6/4 


Ho6/13 N06/17 
H06/20 N06/23 
H07/4 NO7/7 


NY5/16 
NY5/23 
NY6/1 
N06/14 
NY6/6 
N06/27 


NY6/26 NO7/6 


Gf7/4 
NY7/4 


§F—San Francis 


FL 
JavPa Bo-—Boston 
Lamp-H || CC—Corpus Christt 
Carth Lykes—Lyl Chin—Charleston 
Cl—Cleveland 
De—Detrowt 
Mam 
M Ga—Galveston 
orma Ini Gt—Gualf ports 
Ha—Halifax 
Noto HR —Hampton Roads 
Line PAB Pac Jx—Jacksonuill 
LA—Los Angeles 
P.oneer Mo Mol le 
Prince NO—New Orleans 
PTL—I NY—New York 
R Neth Nft—Norfoll 
Robin NN—Newport News 
Co SCross Po Portland Ya 
Sprague PS-—Puget Sound 
Stockard Sa—Savannah 
Swed-Ar 
Wes-Lar , 
NO5/22 
NYS/29 
N06/7 ox = 
N06/14 
N06/27 
43 


the 
COFFEE 
TRADE 


Without ships, the American public would 
know coffee only as a rare and expen- 
sive luxury. Ships are an essential factor 
in the coffee trade. 


To the maintenance of that trade, 
Moore-McCormack Lines devotes a major 
share of its operations. Its large fleet of 
modern ships, including the fast pas- 
senger-cargo liners of the Good Neigh- 
bor Fleet and big C-3 cargo liners which 
are the last word in efficiency, keeps 


coffee moving in an unceasing flow from 
Brazil northward to the United States. 


The coffee trade can rest assured that, 
in the future as in the past, Moore- 
McCormack Lines will consistently devote 
its energies to the kind of service —swift, 
frequent and dependable—which will 
serve the best interests of the industry 
and the American consumer. 
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DUE 


LINE 


SAILS SHIP 


Va8/6 


6/7 Leopoid Dreyfus NY7/13 NO7/23 
7/9 Lawak Nedijoyd NYS 11 Ba8/14 LA8/29 SF9/1 P09/5 Se9/9 

Va9/13 
8/12 Kertosone Nediloyd NY9/14 30 SF10/3 Pol0/7 Sel0 11 Val0/15 


EL SALVADOR 
5/19 Jac. Fritzen 


LAS 28 SF5/30 Va6/6 Se6/7 P06 9 


Independence 


GUATEMALA 
5/20 Jac. Fritzen 


Independence LAS 28 SF5/30 Va6/6 Se6/7 P06 9 


FOR THE 


LA GUAIRA COFFEE INDUSTRY 


5/10 Santa Rosa Grace NY5/16 


5/12 Santa Ana Grace NY5/23 

5/15 Santa Clara Grace Pa5/22 NYS/23 
5/17 Santa Paula Grace NY5/23 

5/19 Santa Catalina Grace NY5/30 

5/22 SantaMonica Grace  Ba5/29 NY5/30 
5/26 Santa Teresa Grace NY6/6 


For more than thirty years, Pacific-Argentine-Brazil 


5/29 Santa Sofia Grace Pa6/5 NY6 6 

5/31 Santa Paula Grace NY6/6 Line has been a leading factor in coffee commerce be 
6/2 Santa Ana Grace NY6/13 tween Brazil and the West Coast of the United States. 
6/5 Santa Clon Grace B36/12 NY6/13 Regular schedules on modern C-3 ships. Entrust your 


cargoes to experienced P-A-B. 


LIBERTAD 


Candida UFruit NY5/30 
6/3 Telde UFruit Ho6/15 N06/17 
6/28 Candida UF ruit NY7/11 


Accommodations 


for 12 passengers 


/ 


LA UNION 


PACIFIC-ARGENTINE 


/ 
LINES PACIFIC ARGENTINE BRATIL LINE 


5/15 Candida UFruit = NY5/30 

6/12 Telde UF ruit H06/15 N06/17 BRATIL LINE INC 

6/26 Candida UFruit) NY7/1) POPE @ TALBOT INC AGENTS PACIFIC AND ATLANTIC INTERCOASTAL 
Executive Orvices--100 Bush Street, San Francisco + DOuglas 2.2561 


LIMON 


LH. Cart UFruit N05/22 
5/20 Frameggen UFruit NY5/28 
| 


5/25 Marna UFruit N06/1 FOR 

5/27 Cheyenne UFruit NY6/4 

6/10 C. Sartori UF ruit NY6/18 

6/20 Meme 806/27 ... of your mild coffees 


to United States markets .. . rely on 


LOBITO 
6/21 neil Am-WAfr USA7/15 UNITED FRUIT 4) 
LUANDA COMPANY 


Fernriver Am-WAfr USA7/15 

MARACAIBO teamship 
5/12 Santa Clara Grace Pa5/22 NY5S/23 
5/20 Santa Monica Grace a5/29 NY5/30 Regular Sailings between 


5/27 Santa Sofia Grace Pa6/5 NY6/6 | 

6/3 Santa Clara Grace Ba612 NY6/13 GUATEMALA NICARAGUA 

ssid EL SALVADOR COSTA RICA 
HONDURAS COLOMBIA 


6/17 Fernriver Am-WAfr USA7 15 
and 

MOMBASA MEW YORK - NEW ORLEANS - HOUSTON 

5/21 Robert Dreyfus NY6/28 NO7/6 

6/4 Leslie Lykes Gf7/4 

64 Leopold Dreyfus NY7/13 NO7/23 

6/6 Roebiah Nediloyd NY7/4 Ba7/-7 LA7/22 SF7/25 Po7/29 % 
Va8/6 NEW YORK: . 

7/14 Lawak Nediloyd NYS/11 Ba8/14 LAB/29 SF9/1 Pier 3, North River 
va9/13 NEW ORLEANS: SS 

8/17 Kertosono Nediloyd 14 3 SF10/3 Pol0/7 Sel0/11 Val0/15 321 St. Charles St. 


NICARAGUA 


Jac. Fritzen Independence LAS/28 SF5/30 Va6/6 Se6/7 P06/9 


5/18 


MAY 958 


“ 
a 
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SAILS SHIP SAILS SHIP DUE 


PARANAGUA 5/17 Santa Paula NY5/23 
5/21 Santa Monica Ba5/29 NY5/30 


Sagoland Brodin WY5/31 Ba5/29 B06/4 Pa6/6 5/28 Santa Sofia Pa6/5 NY6/6 

Bow Santos 1FC NY6/1 Pa6/4 Ba6/7 B06/10 MI6/15 5/31 Santa Paula NY6/6 

Mormacisie Mormac NY6/3 B06/6 Pa6/8 Ba6/10 NI6/11 6/4 Santa Clara Ba6/12 NY6/13 

Gerd Torm NY6/7 606/10 Pa6/13 HRG/15 6/7 Santa Rosa NY6/13 

Evanger Wes-Lar LA6/17 SF6/20 P06/26 Se6/29 Va6/W 

Del Campo Delta N06/10 Ho06/15 

Forester PAB LAG/16 SF6/1B8 Se6/24 Va6/25 Po6/30 TAMATAVE 

Nyland Brodin’ §=8a6/7 NY6/9 606/13 Pa6/15 

Canada Lioyd N06/11 Ho6/16 5/11 Robert Dreyfus NY6/28 N06/6 

Mormacteal Mormac NY6/14 606/20 Pa6/17 Ba6/18 Jx6/10 MI6/25 7/4 Francois Dreyfus NY7/12 NO7/21 

Paragua: Lioyd NY6/12 

Del Viento Deita N06/17 Ho6/22 

Mormactern Mormac NY6/17 606/20 Pa6/22 Ba6/24 NI6/25 TANGA 

Bow Plate 1FC NY6/14 Pa6/16 Ba6/17 B06/20 MI6/25 5/24 Robert Dreyfus NY6/28 N06/6 

Santos Stockard NY6/17 606/20 Ba6/22 Pa6/24 6/2 Roebiah Nedlloyd NY7/4 Ba7/7 LA7/22 SF7/25 Po7/29 Seb/2 

itajai Brodin Ba6/18 NY6/20 B06/23 Pa6/26 VaB/6 

Mormactr Mormac NY6/22 B06/25 Pa6/27 Ba6/29 NI6/30 6/2 Leslie Lykes Gf7/4 

Peru Lloyd NY6/27 6/6 Leopold Dreyfus NY7/13 NO7/23 

Birgitte Torm NY6/27 B06/30 Pa7/3 HR7/5 Ba7/8 7/10 Lawak Nedlloyd NY8/11 Ba8/14 LA8/29 SF9/1 Po09/5 Se9/9 

Del Valle Delta -NO7/1 Ho7/6 va9/13 

Mormaciand Mormac SF7/11 Po7/21 Se7/19 Va7/16 8/13 Kertosono Nedlloyd NY9/14 LA9/30 SF10/3 Pol0/7 Sel0/11 Vvalo/15 

Montevideo Stockard NY7/8 Bo7/11 Ba7/13 Pa7/15 

Colombia Lloyd NO7/10 Ho7/15 

Uruguai Lioyd WY7/12 VICTORIA 

/28 5/12 Del Norte Delta NO5/28 H06/2 

Trader PAB LA7/23 SF7/25 SeB/1 VaB/2 P0B/7 5/26 Del Campo Delta N06/10 Ho6/15 

Del Mundo Delta NO7/29 Ho8/3 5/27 Canada Lioyd N06/11 H06/16 

Bow Hill NYS/3 Pa8/5 BaB/7 Mi8/15 6/2 Dei Viento Delta NO6/17 06/22 

6/16 Del Valle Delta NO7/1 Ho7/6 

6/27 Colombia Lioyd NO7/10 Ho7/15 

PORT SWETTENHAM 6/3 Del Aires Delta NO7/15 Ho7/20 


Malayan Prince Ha7/5 B07/8 NY7/10 Pa7/15 Ba7/17 W17/19 7/14 Del Mundo = Delta» NO7/29 HoB/3 
British Prince HaB/4 NY8/9 PaB/15 NfB/19 
Eastern Prince Prince HaB/4 Bo®/7 NY8/9 Pa’/15 BaB/17 NIB/19 

PUNTARENUS 


6 
7 
% 


T 5/10 Candida UFruit NY5/30 
5/17 Jac. Fritzen Independence LA5/28 SF5/30 Va6/6 Se6/7 P06/9 


5/10 Santa Rosa Grace NY5/16 5/28 Telde UFruit 06/15 N06/17 
5/14 Santa Clara Grace PaS/22 NY5/23 6/21 Candida UFmit NY7/11 


TO NEW ORLEANS AND OTHER U.S. GULF PORTS ... FROM 


"SOUTH AMERICA 


j PARANAGUA, SANTOS, RIO DE JANEIRO, VICTORIA 


Regular weekly sailings 


t = t t 7 


WEST AFRIC . 


ANGOLA, BELGIAN CONGO, CAMEROONS, IVORY COAST, AND LIBERIA 
Direct fe service 


AGENTS 


RIO DE JANEIRO. DELTA LINE, INC. Va \ A 

Rue Visconde Inhauma 134 
SANTOS: DELTA LINE, INC. ha | 
Ruo 15 de Novembre 176-178 \ | 
6 MISSISSIPPI SHIPPING CO, INC, NEW ORLEANS | 


Sociedade Luso-Americana, 
MATADI 
Nieuwe Afrikaansche Handels Vennootschap 
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SAILS SHIP LINE 


RIO de JANEIRO 
5/12 Buenos Aires Stockard 
5/12 Horduras Lioyd 
5/15 Sagoland Brodin 
5/17 Del Sud Delta 
5/17 Bow Santos 1FC 
5/22 Gerd Torm 
5/24 Del Campo Delta 
5/25 Nyland Brodin 
5/26 Forester PAB 
5/26 Mormacteal Mormac 
5/26 Canada Lioyd 
5/28 Paraguai Lloyd 
5/31 Del Viento Delta 
6/1 Mormactern Mormac 
6/1 Bow Plate 1FC 
6/2 Itajai Brodin 
6/2 = Santos Stockard 
Itajai Brodin 
6/7 Mar Delta 
6/8  Mormacfir Mormac 
6/13 Birgitte Torm 
6/13 Peru Lloyd 
6/14 _ Del Valle Delta 
6/21 Del Norte Delta 
6/23 Montevideo Stockard 
6/26 Colombia Lloyd 
6/28 Uruguai Lloyd 
6/28 Del Aires Delta 
7/2 Trader PAB 
7/5 Det Sud Deita 
7/12 Del Mundo Deita 
7/19 Bow Hill 1FC 
SANTOS 


Bueonos Aires Stockard 


5/10 


5/12 Mormacdove Mormac 
5/12 Honduras Lioyd 
5/14 Sagoland Brodin 
5/16 Dei Sud Deity 


5/16 Bow Santos (FC 


5/19 Mormacisle Mormac 
5/21 Evanger Wes-Lar 
5/21 Gerd Torm 
5/23 Del Campc Delta 
5/23 Nyland Brodin 
5/24 Forester PAB 
5/25 Mormacteal Mormac 
5/25 Canada Lloyd 
5/27  Paraquai Lloyd 
5/W Del Viento Delta 
5/W Bow Plate 1FC 
5/31 Santos Stockard 
5/31 Mormactern Mormac 
6/6 Mar Delta 
6/7 Mormactfir Mormac 
6/10 Del Valle Deita 
6/11  Birgitte Torm 
6/11 Mormaciland Mormac 
6/12 Peru Lloyd 
6/13 Del Valle Deita 
6/20 Dei Norte Delta 
6/21 Montevideo Stockard 
6/26 Colombia Lloyd 
6/27 Uruguai Lioyd 
6/27 Del Aires Delta 
6/30 Trader PAB 
7/4 Del Sud Delta 
7/11 Det Mundo Delta 
7/16 Bow Hil} 


CALCUTTA 


5/10 Exemplar 


5/21 Birmingham 


5/23 Excelsior Am-Exp 


6/8 Bawean JavPac 

6/8 Steel King Isthmian 
6/8 Chicago Ell - Buck 
6/10 Exchequer Am-Exp 
6/23 Exmouth Am. Exp 


MAY, 1956 


Am Exp 
5/12 Khartoum Ell - Buck 
Ell- Buck 


DUE 


NY5/27 Bo5/30 Ba6/1 Pa6/3 

NY5/27 

Ba5/29 NY5/31 Bo6/4 Pa6/6 

NO05/31 

NY6/1 Pa6/4 Ba6/7 Bo6/10 MI6/15 
NY6/7 Bo6/10 Pa6/13 HR6/15 Ba6 18 
N06/10 Ho6/15 

Ba6/7 NY6/9 Bo6/13 Pa6/15 

LA6/12 SF6/14 Se6/20 Va6/21 P06/26 
NY6/14 Bo6/20 Pa6/17 Ba6/18 Jx6/20 MI6/25 
N06/11 H06/16 

NY6/12 

N06/17 Ho06/22 

NY6/17 Bo6/20 Pa6/22 Ba6/24 Nf6/25 
NY6/14 Pa6/16 Ba6/17 Bo6/20 MI6/25 
Ba6/18 NY6/20 N06/23 Pa6/26 

NY6/17 Bo6/20 Ba6/22 Pa6/24 

Ba6/18 NY6/23 Pa6/26 

N06/21 

NY6/22 Bo6/25 Pa6/27 Ba6/29 NI6 
NY6/27 Bo6/30 Pa7/3 HR7/5 Ba7/8& 
NY6/27 

NO7/1 Ho7/6 

NO7/5 

NY7/8 Bo7/11 Ba7/13 Pa7/15 

N06/10 Ho06/15 

NY7/12 

N0O7/15 Ho7/20 

LA7/23 SF7/25 Se8/1 VaB/2 7 
N07/19 

N07/29 Ho8/3 

NY8/3 Pa8/5S Ba8/7 Bo8/10 MI8/15 


NY5/27 Bo5/30 Ba6/1 6/3 
NY5/29 Bo6/5 Pa6/1 Ba6/3 MI6/10 
NY5/27 

NY5/31 Ba5/29 Bo6/4 Pa6/6 

N05/31 

NY6/1 Pa6/4 Ba6/7 Bo6/10 MI6/15 
NY6/3 Bo6/6 Pa6/8 Ba6/10 Nf6/11 
LA6/17 SF6/20 P0626 Se6/29 Va6/ 30 
NY6/7 Bo6/10 Pa6/13 HR6/15 Ba6/18 
N06/10 Ho06/15 

NY6/9 Ba6/7 B06/13 Pa6/15 

LAG/12 SF6/14 Se6/20 Va6/21 26 
NY6/14 Bo6/20 Pa6/17 Ba6/18 Jx6/10 MI6/25 
N06/11 H06/16 

NY6/12 

N06/17 Ho06/22 

NY6/14 Pa6/16 Ba6/17 Bo6/20 MI6/25 
NY6/17 B06/20 Ba6/22 Pa6/24 
NY6/17 B06/20 Pa6/22 Ba6/24 NI6/25 
N06/21 

NY6/22 B06/25 Pa6/27 Ba6/29 NI6/3% 
N07/1 Ho06/6 

NY6/27 Bo6/30 Pa7/3 HR7/5 Ba7/8 
LA7/8 SF7/11 Po7/21 Se7/19 Va7/16 
NY6/27 

NO7/1 He6/6 

N07/5 

NY7/8 Bo7/11 Ba7/13 Pa7/15 

NO7/10 Ho7/15 

NY7/12 

NO7/15 Ho7,'20 

LA7/23 SF7/25 Se®/1 VaB/2 PoB/7 
N07/19 

N07/29 Hos/3 

NY8/3 Pa®/5 Ba8/7 Bo8/10 MIB/15 


TEA BERTHS 


Bo6/14 NY6/15 

St Jo6/10 MI6/14 

Bo6/24 NY6/26 Pa6/2% NI6/3%) Ba7/2 
Bo6/27 NY6/28 

SF7/11 LA7/16 Po7/30 Se8/3 Va8/8 
N07/14 

Bo7/13 NY7/15 Pa7/18 Nf7/20 Ba7/22 
Bo7/15 NY7/28 

Bo7/27 NY7/28 


Regular Service 
From The Principal Brazilian Ports To: 


NEW YORK NEW ORLEANS 


Lloyd 
BRASILEIRO 


(Partrimonio Nacional) 


Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
list of services vital to Brazil’s trade re- 
lations with the commercial centres of 
the world. The American Line maintains 
regular service from the principal Brazilian 
coffee ports to New York and New Or- 
leans, with facilities (as cargo offers) at 
Philadelphia, Baltimore, Norfolk, Jackson- 
ville and Houston. 


Bringing North and South America nearer each other, LLOYD 
BRASILEIRO makes the Good Neighbor a Close Neighbor. i 


NEW ORLEANS 
305 Board of Trade Bldg. 


NEW YORK 


17 Battery Place 


Gulf & So. American Steamship Co. 


serving the West Coast of South America 


Fortnightly American Flag Service... 

fast, efficient service from Gulf Ports— 
with Limited Passenger Accomodations. 

Expert cargo handling. Contact us today! 


Gulf & So. American Steamship Co. 
620 Gravier Street 
In Other Cities Contact Grace or Lykes 


New Orleans, La. 
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SAILS SHIP SAILS SHIP DUE 


COCHIN 7/4 Glenville At7/30 Gf8/15 
Cingalese Prince Ha7/4 B07/7 NY7/9 Pa7/14 Ba7/16 NI7/18 
Exemplar Am-Exp 606/14 NY6/15 7/19 Olga NY8/18 Mi9/1 
Arthur Am-Pres NY6/26 Bo7/1 Ba7/4 HR7/9 SF7/23 8/3 Castleville Até/29 69/14 
Stent 806/20 8/8 Eastern Ha9/4 B09/7 NY9/9 Pa9/15 Ba9/17 Nf9/19 
Exce\sion Am-Exp 606/27 NY6/28 8/19 Pleasantville At9/14 Gf9/30 
Monroe Am-Pres NY7/11 Bo7/15 SFB/6 9/3 Fernciitte 
Malayar Prince Ha7/5 6807/4 WY7/10 Pa7/15 Ba7/17 Wf7/19 9/19 Fernbay Atlo/15 Gf10/31 
Hayes Am-Pres NY7/20 607/26 Ba7/29 HR7/W LAB/14 SFB/16 

6/16 Steel Traveler isthmian Bo7/% NY7/9 

6/148 Exchequer Am-Exp 607/15 NY7/17 DJAKARTA 

7/1 Steel Architect Isthmian 607/24 WNY7/25 

7/2 Exmouth Am-Exp 607/27 NY7/28 5/12 Fernsea Barb-Frn At6/9 Gf7/15 

7/11 British Prince Bok/7 NY8/9 Pak 15 BaB/17 NIB/19 Malayan Prince Ha7/5 Bo7/8 NY7/10 Pa7/15 Ba7/17 Nf7/19 

B/il Eastern Prince Ha9/4 BO9/7 NY9/9 Pa9/15 Ba9/17 NI9/19 Pierce Am-Pres LA7/26 NY7/12 Ba8/16 Bo7/20 

Fernside Barb-Frn At7/15 Gf7/31 
Stee! Scientist Isthmian NO7/24 Ga7/28 

COLOMBO Garfield Am-Pres LA7/24 NY8/9 Ba8/16 Bo8/20 

5/13 Steel Advocate Isthmian NO6/13 6/12 Glenville Barb-Frn At7/30 Gf8/15 

5/13 Matheran Curard $a6/12 06/17 H06/20 Ga6/21 6/14 British Prince Ha8/4 Bo8/7 NY8/9 PaB/15 Ba8/17 Nf8/19 

5/13 Manaar Curard 806/11 NY6/13 Wi6/17 P26/18 16/20 Ba6/2z 9/18 Thor Odland Maersk NYB/1 MIB/16 

5/15 Exemplar Am-€xp 806/27 NY6/28 6/19 Tyler Am-Pres LA8/8 NY8/24 Ba8/30 Bo9/3 

5/19 Bronxville Barb. Fron At6/14 G16/30 6/28 Fenrtietd Barb-Frn At8/14 Gf8/30 

5/21 Nanusa jJavPac $F7/11 Po7/16 $e7/19 Va7/22 7/12 Castleviile Barb-Frn At8/29 Gf9/14 

5/21 Arthur Am-Pres NY6/26 Bo7/1 Ba7/4 HR7/9 SF7/23 Nf9/19 

5/23 Anna Maersk NY6/19 MI7/3 4 

5/25 Steel Seafarer Isthmian B06) 20 NY6/22 7/28 Pleasantville Barb-Frn At9/15 Gf9/30 

5/29 Excelsior Am-Exp 806/27 NY6/28 8/11 Harding Am-Pres LA8/24 NY10/10 Bal0/17 8010/20 

8/12 Ferncliff Barb-Frn At9/28 Gfl0/14 


6/2 Monroe Am-Pres NY7/11 Bo7/15 SFB/6 8/28 Fernb 
Fernsea Barb. Frn At6/29 GI7/15 Fen 


Paima Maersk NY7/5 MI7/19 
Malayan Prince Ha7/5 Bo7/8 NY7/10 Pa7/15 Ba7/17 NI7/19 DIIBOUTI 
Pres. Hayes Am-Pres NY7/20 607/26 Ba7/29 HR7/30 LAB/15 SFK/15 


Steel Kirg Isthmian NO7/14 5 ‘ 
Steel Traveler isthmiay Bo7/8 NY7/9 5/20 Manaar Cunaré = B06/11 NY6/13 Wi6/17 Pa6/18 NI6/20 Fa6/22 
Exchequer Am-€xp 807/15 NY7/17 5 Exemplar Am-Exp 606/14 NY6/15 

6 Stee! Seafarer Isthmian Bo6/20 NY6/22 


Fernside Barb-Frn At7/15 Gf7/31 
Maersk NY7/22 MIS/4 Roebiah Nediloyd NY7/4 Ba7/7 LA7/22 SF7/25 Po7/29 
a 


Exmouth Am-Exp 607/27 NY7/28 
Steel Architect Isthmian Bo7/24 NY7/25 
Thor Odland Maersk NY8/1 MIB/16 


19 Steel Designer Isthmian Bo6/7 NY6/9 


Steel Traveler Isthmian Bo7/8 NY7/9 

Exchequer Am-Exp Bo7/15 NY7/17 

Steel Architect Isthmian Bo7/24 NY7/25 

Lawak Nediloyd NY8/11 Ba8/14 LAB/29 SF9/1 P09/5 Se9/9 
Va9/13 


Cn 3 Kertosono Nediloyd NY9/14 LA9/30 SF10/3 Pol0/7 Sel0/11 Val0/15 


HONG KONG 
SF5/29 LA6/2 


5/10 Pacific Trader PTL 
FFEE FILTER PAPERS | Am-Pres $F6/6 LA7/9 


5/18 Susan Maersk SF6/10 LA6/13 NY6 27 
5/21 Van Buren Am-Pres SF6/15 LA6/19 


| We maintain stocks in New York | 521 1am Stockard NY6/29 Ba7/1 Pa7/3 
| 


+ fit f 5/22 Hayes Am-Pres NY7/20 Bo7/26 Ba7/29 HR7/30 
oO a sizes urn lo 5/24 Cleveland Am-Pres SF6/11 
| ° at very at 5/26 China Trader PTL SF6/13 LA6/16 
|| 5/30 Buchanan Am-Pres NY7/28 Bo8/1 Ba8/4 HR8/9 
| tractive prices. 6/1 Mail Pioneer NY6/9 
6/3 Rita Maersk SF6/10 LA6/13 NY7/12 
PacFar SF6/18 LA6/24 


6/3 Golden Bear 
| H. REEVE ANGEL & CO., INC. Gis pau. tase 886/26 
6/12 Madison Am-Pres NY8/5 Bo8/12 
52 Duane St. New York 7, N. Y. 6/13 Borgholt Stockard NY7/24 Ba7/27 Pa7/29 
6/16 Coolidge Am-Pres NY8/17 Bo8/23 Ba8/26 HRB/27 


ship your coffee 
via Grancolombiana 


from COLOMBIA + ECUADOR+ EL SALVADOR 
GUATEMALA +CUBA+ MEXICO 

to ALL COASTS 

of the U.S. and Canada pLoTA MER 


General Agents 
Transportadora Grancolombiana, Ltda. 
New York Chicago Detroit 
52 Wall Street 208 South La Salle Street 14355 Book Building 
Agents 
New Orleans and Houston: Texas Transport & Terminal Co., Inc. 
Philadelphia: Lavino Shipping Co Montreal: Robert Reford Co., Ltd. 
Los Angeles: Transmarine Navigation Corp. Boston: Steamship ¢ 
San Francisco: Balfour, Guthrie & Co., Lad. Baltimore: Penn-Maryland 8.8. Corp. 


)FFEE & TEA INDU 


6/5 
6/6 
6/12 
6/13 
6/14 
6/15 
6/19 = 
: 6/20 
6/29 
3 6/29 6/21 
7/4 6/24 
7/6 
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— 
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SAILS SHIP 


LINE 


DUE 


ships 


6/18 Chastine Maersk SF7/10 LA7/13 NY7/27 
7/1 Korean Bear PacFar SF7/16 LA7/22 
Effie Maersk SF7/25 LA7/28 NY8/12 
7/4 Aruthur Am-Pres NY9/2 Bo9/7 
7/15 Golden Mariner PacFar SF7/30 LA8/4 
7/18 Nicoline Maersk SF8/1]) LA8/14 NY8/29 
7/23 Tyler Am-Pres NY8/24 Ba8/30 Bo9/3 
23 Fillmore Am-Pres NY9/24 Ba9/30 Bol0/4 
9/22 Arthur Am-Pres LA10/8 NY10/24 Bal0/31 Boll/4 
KARACHI 
5/17 Grant Am-Pres NY6/14 Bo6/19 LA7/7 SF7/11 
6/12 Monroe Am-Pres NY7/11 Bo7 15 SF8/6 
6/23 Hayes Am-Pres NY7/20 Bo7/26 Ba7/29 HR7/30 LA8/14 18 
KOBE 
5/13 Van Buren Am-Pres SF6/15 LAG 19 
5/14 Pacific Trader SF5/29 LA6/ 2 
5/15 Hayes Am-Pres NY7/20 Bo7/26 Ba7/29 HR7 3 
5/18 Taft Am-Pres SF6/6 LA7/9 
5/25 Susan Maersk SF6/10 LA6/13 NY6/27 
5/25 Buchanan Am-Pres NY7/28 Bo8/1 HR8/9 
5/27 \varan Stockard NY6/29 Ba7/1 Pa7/3 
5/28 Clevetand Am-Pres SF6/11 
China Trader PTL SF6/13 LA6/16 
6/7 Madison Am-Pres NY8/5 Bo8/12 
6/9 Rita Maersk SF6/25 LA6 28 NY7/12 
6/9 Coolidge Am-Pres NY8/17 Bo8/23 Ba8/26 HR8/27 
hi 
rong line 
- In the sailing schedules the Apri a number at 
ships were credited to the Lhe ships were 
the Santos, the Ivaran, the Borgholt, the Montevideo, the 
Lisholt and the Buenos Aire They are Stockard Line 


NOPAL LINE 


The Northern Pan-America Line A/S 
Oslo 


Regular Service 


Fast Norwegian Motorships 


Coffee Service 


Brazil U.S. Gulf 


General Agents 


Oivind Lorentzen, Inc. 
21 West Street, New York 6, N.Y 
WHitehall 3-1572 


New Orleans—Bieh! 


Houston—Biehl & Co., 


& Co., 


Sanlin Bldg. 


Inc., 


Cotton Exchange Bldg. 


Chicago—F. C. MacFarlane, 2520 Bankers Bldg 
Detroit—F. C. MacFarlane, 945 Free Press Bldg. 


Santos/Rio—Agencia de Vapores Grieq S/A 


Paranagua—Transparana Lida 


Buenos Aires—!nternational 


Freighting Corporation, 


Inc 


Phil. Trader 
Borgholt 
Chastine 
Polk 

Effie 
Nicoline 


SHIMIZU 


1l Maren 

16 Pacific Trader 
20 Taft 

27 Susan 

8 Mail 

Rita 

26 Chastine 

Effie 

27 =Nicoline 


YOKOHAMA 


10 
11 Van Buren 

12 Hayes 

5 Maren 

18 Pacific Trader 
22. «Taft 
Buchanan 

Ivaran 
Cleveland 

31 Susan 

China Trader 
Madison 
Coolidge 

Mail 

Rita 

6/15 Phil. Trader 
Borgholt 

Polk 

30 

15 Effie 
Nicoline 


~ 
n 
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PTL 
Stockard 
Maersk 


SF6 
NY7 
SF7 


26 LA6/30 
24 Ba7/27 Pa7/29 
10 LA7/13 NY7/27 


Am-Pres NY9/2 Bo9/9 


Maersk 
Maersk 


Maersk 
PTL 

Am - Pres 
Maersk 
Pioneer 
Maersk 
Maersk 
Maersk 
Maersk 


Pioneer 
Am- Pres 
Am - Pres 
Maersk 
PTL 
Am - Pres 
Am- Pres 
Stockard 
Am - Pres 


Am.- Pres 
Pioneer 
Maersk 
PTL 
Stockard 
Am- Pres 
Maersk 
Maersk 
Maersk 


SF7 
SF8 


SF5S 
SF5 
SF6 
SF7 
NY7 
SF6 
SF7 
SF7 


NY6 
SF6 
NY7 
SFS 
SF5 
SF6 
NY7 
NY6 


NY7 
SF6 
SF6 
NY7 
SF7 
SF7 
SFB 


(25 LA7/28 NYB/12 
11 LA8/14 NY8/29 


25 LAS 2% NY6/14 
/29 LAG/2 

6 LA7/9 

10 LA6/13 27 
9 

25 LAG/28 NY7/12 
10 LA7/13 NY7/27 
25 LA7/28 NYB/12 
1) LAS 14 NY8/29 


9 

15 LA6/19 

20 Bo7/26 Ba7/29 HR7/30 
25 LAS/28 NY6/14 

29 LAG/2 
6 LA7/9 
28 6808/1 
29 Ba7/1 
ll 

10 LA6/13 NY6/27 
13 LA6/16 


4 


Pa7/3 


$/5 Bo’ 12 
3/17 Bo8/23 BaB 26 


/27 
9 

25 LA6/28 NY7/12 

26 LA6/W 

24 Ba7/27 Pa7/29 

2 BY 

10 LA7/13 NY7/27 

25 LA7 28 NY#/12 
1] LA&/14 NYB/29 


WHERE YOU WANT IT... 
WHEN YOU WANT IT... 


Your coffee arrives in 
perfect condition at our 
modern terminal at Pier 
15, North River, New 
York, in just 14 day 
from Santos 12 day 
from Rio-—when it com 
via Argentine State Line 
Our large fleet of modern 
freighters, plu three 
new passenger lines 
RIO DE LA PLATA 
RIO TUNUYAN, RIO 
JAC HAL operat wilt 
depe ndable Cargo CrVvice 
between East Coast of 
South America. port 
and New York Your 
coffee is handled by 
experienced, efficient 
rews, in and out of im 
naculat hold iSSUTINA 
i minimum of bag das 
ind flavor contan 
nation from dockside in 
Rio or Sane to truck 
uw lighter in New York 


ARGENTINE 
STATE LINE 


Boyd, Weir and Sewell, Inc 
General Agents 

24 State St., New York 4, NY 
Tel. BO 9-5660 


6/13 
6/20 
6/24 
6/29 
7/25 | il 
ser", 
¢ 
| 
| 
PTL SF6 | Pi 
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Coffee Movement 


Total 
entries 


Brazil 


Deliveries—tfrom: 


In The U. S. Market 


(Figures in 1,000 bags) 


Visible 


Supply—ist of Month 
Others Total Brazil Others Total 


1954 

June 1,231 303 789 1,092 45% 439 891 
July 865 162 592 754 311 596 907 
August 674 247 552 799 43 640 1,078 
September 740 266 529 795 20 572 #92 
October 816 518 398 916 543 590 1,133 
November 1,087 501 15M 40% 512 915 
December 1,068 975 ,122 2,097 3! 32 


1955 

January bad 605 871 1,476 738 $46 1,184 
Vebruary 1,144 411 874 1,285 567 425 992 
April 1,193 540 50 1,190 425 381 ROH 
1,715 585 1.159 1,744 533 422 955 

Junie 1,372 331 1,315 272 406 678 
Jul .. 1,580 739 1,632 72 362 1,090 
1,324 454 S14 


\ugust 1,360 


Januar P 1,516 
bebruary 1804 
Marcl 2,329 1,126 
\pril (1-26) 721 


Inc., 


Figures by N.Y 


Coffee & Sugar Exchange, 


The coffee outlook 


Once more non-crop factors which help shape prices 


are becon ing more significant 


In Washington, D. C., the Economic and Social Coun 
cil of the Organization of American States directed its 
special subcommittee on coffee to draft an international 
ayreement on cottee 

Several aspects of that decision are revealing, The 
vote was 15-0, with three abstentions—the United 
States, Peru and Chile 

In backing up the vote, representatives of nation 
after nation made it clear they wanted such an agree 


ment, in prin iple 
There 


feeling that surplus crops were on the way and that no 
agreement 


was also reported to be a sense of hurry, a 


lost in working toward an 


to draft 


should be 
the 


time 


Between decision an and 


apreement 


in bags 


007 


164 71 1351 
977 1,805 $45 1,325 
Meow 1,243 16 1,278 
of origin. (Preliminary) 


actual a completed document stand many 
knotty Should the agreement 
American coffee producers? Should take in both pro 
ducing and consuming countries? How should the prices 
be through buffer stocks, production quotas, 
or what? 

Although it was true in the past, 
to an even greater degree that governmental decisions 
must be a focal point of the coffee man’s attention, no 


signing of 


problems non 


include 


regulated 


it seems true today 


less than crop conditions. 
The strong fluctuations 
tendency to lure the coffee man into concentrating on 
the green picture. The of the coffee 
being what it is, this is an almost irresistible pressure. 
Yet of the brands 
and on an industrywide level 
temper 


and shifting patterns have a 


nature business 


roasted product-—as 
if stepped up in efficiency 
the 


promotion 


and effectiveness, can many of problems 


plaguing the raw cotfee picture 


IvaRan 


pines. 


BALTIMORE: 


Rio de Janeiro 
Praca Mauve 7 


15 days service from Santos to New York 


OVER TWENTY-FIVE YEARS OF CONTINUOUS DEPENDABLE SERVICE TO THE COFFEE TRADE 
STOCKARD STEAMSHIP CORPORATION, GENERAL AGENTS 


17 Battery Place, New York, N. Y., WHitehall 3-2340 


STOCKARD SHIPPING & TERMINAL CORP. 


Garrett Bldg., Saratoga 7-2607 


AGENCIA de VAPORES GREIG S/A 


101 Bourse Bldg., WAlnut 2-2152 


Santos 
Praca de Republica 46 


PHILADELPHIA: 


Serving The Coffee, Tea @& Spice Trade For Many Years 


Brookhattan Trucking Co., Inc. 


57 FRONT ST. NEW YORK 4, N. Y. 
BOwling Green 9-0780 


Import, Export and Bonded Trucking 


~~ 


$3 
{ 611 SMITH ST. BROOKLYN, N. Y. 
MAin 5-4680 
N. Y. Phone: BOwling Green 9-0780 
Free And Bonded Warehouses 


Riverfront Warehouses 


Bowne Morton’s Stores, Inc. 


COFFEE 


The 
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sey 1,490 731 1,506 892 
Oetobe 1,804 1,063 1,887 1,024 213 1,237 ; 
November 2,048 1,017 2,013 1,129 30% 1,432 ; 
December 2,115 842 1,449 222 1,100 
1956 
i 
b 
a 


Two big things, among others, have been happening in coffee. One 1s the marking of Coffe 


Day, in a way which imdicates vast possibilities for celebrations on a grass roots level, as 


well as nationally. The other is the growing response by roasters across the country to th 


1956 wed coffe campaign. Here, on hoth these subjects, are comments by readers——submitted 


. and do likewise 


Dear Sir: 

We are just winding up Coffee Week public relations 
programs with nine of our Indianapolis high schools. The 
interest and cooperation we have received from the heads 
of our school organization, the instructors of the various 
classes, and the children attending our program, have been 
very gratifying 

In my opinion, it would be to the advantage of our im 
dustry as a whole to get the rvoasters over the country to 
follow through with such a program in ther territory. (Ital 
105 OUNS Ed.) 

We have a display composed of green and roasted coffees 
in sample pans mounted on a board. Also bags, in which 
the green coffee is shipped us from the various countries, 
mounted on standards, the bags of which is in turn sup 
ported in Phoenix coffee cartons 

They were very much interested in the display and also 
the coffee bays; particularly the type of grass mat which 
lines the Mocha bags seemed to intrigue them 

We show the film strip, “The Story of Coffee from Seed 
to Cup,” and following this I talk upon the following sub 
jects, time permitting 

1. The currency and its value in relation to our dollar 

2. The impact of the economy of these Latin American 
countries on the economy of the United States 

3. The processing of the green coffee 

1. The type of government. 

5. Experiences I have personally had in these countries 

6. Our processing and selling program 

The far-reaching impact of the economy of these Latin 
American countries upon the economy of the United States 
is brought out, and I touch upon the two and one-half 
billion dollar business we do with cotfee after we receive it 
in this country 

I also call attention to the Latin American people's am 
bition to develop their resources and raise their standard of 
living in the shortest possible time; the fact that they lack 
capital and must rely upon current income, averapiny BOC, 
from coffee, to obtain the funds for the goods and equip 
ment they need; the fact that we are trying to encourage 
them to produce, at a profit, sufficient coffee to satisfy the 
needs of the growing population of the United States, which 
by 1970 15 expected to exceed 180,000,000 (1 his would 
require roughly 15% more coffee than the world produces 
today ) 

You would be surprised at how interesting a program we 


1956 
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not as guest editorials but as letters to the editor, yet stimulating as good editortals can he 


have been able to work up on this subject, and naturally 
we feel gratified at the way in which our efforts have been 
received 

In my opinion, out of the millions of dollars spent on 
coffee advertising by roasters over the country, part could 
be diverted to informing the consuming public about why 
it costs them as much as it does, and the various problems 
connected with its cultivation, etc 

It is a medium which IT think ts very sound in increasing 
the volume of coffee consumed 

Clarence Irish, President 

Hoosier Coffee Co 
Indianapolis 


Big field for iced coffee 


Dear Sir 

I believe there is a big field for iced coffee in the West 
only provided roasters will lend some support to the adver 
tising and promotional activity put forth by the Pan- Ameri 
can Coffee Bureau 

We must bear in mind that all soft drinks and milk are 
consumed cold or iced. Iced tea is a factor only because the 
Tea Council and tea packers, generally speaking, featured 
the iced beverage rather extensively 

I believe coffee can be sold as an iced beverage, but it 
takes advertising and promotional activity to sell the idea 
to the consumer Once such a program pets underway 
coffee will not suffer the summer slump to such a degree as 
it has in the past 

Walter Emmerling, Vice President 

Schilling Division, McCormick & Co., In 


San Francisco 


Better iced coffee preparation 


Dear Sir 

I read all of the articles (in the iced coffee section of 
the February issue) and felt they contained much of value 

Unquestionably coffee has a tremendous potential as a 
summer beverage, but this will not be realized unless those 
serving the public do a better yob of preparation than has 
been the case so far 

I think you have made a worthwhile contribution to the 
problem of increasing wed coffee volume 

Irving Manning 

Smart & Final Irish Co 
Vernon, Calif 
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Importers 


to the Tea Trade 


since 1846 


MEMBER: TEA ASSOCIATION OF U.S.A. 
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This 


2. The industry’s new way to advertise tea in 1956 


3. The industry’s 1956 program on iced tea publicity 


1956 Midyear Meeting 


Tea Association of the U.S. A.,Inc. 


“fact-reference" section of Coffee & Tea Industries, formerly 
The Spice Mill, is a basic supplement to tea's 1956 Midyear Meet- 
ing, being held May 17th at the Hotel Biltmore, New York City. 
Like the Midyear Meeting itself, this section 


1. The new automatic teamaker for restaurants 


is in three parts: 


restaurants want it 


years tea 


consumption at 


In the 


restaurant field, this rise has not been adequately reflected 


Throughout the past. five 


home has shown a shart and dramatic upswing 


and comparatively it has lagged tar behind 


There had to be reasons for this. If one drank tea at 


( ould re asonably 


home, tt 
be expected that one would 
order tea in a_ restaurant 
But this was not proving to 
be the case 


Several reasons were ay 


The usual methods 


parent 
of preparing and serving 
not adequate for 
They 
inethicient 
making tea difficult 


than other bever 


tea were 
the modern restaurant 
were relatively 
more 
to handle 
brewed 


ages, and the tea 


by these methods was not consistently of good enough 
Thus although tea 1S 


quality to satisfy the tea-drinker 


By WILLIAM O. WHEELER, Chairman 
Tea Equipment Development Steering Committee, 
National Restaurant Association 


not able to 


4 high-profit beverage, the restaurants were 


take full Obviously 


advantage of the swing to tea 


there was a need for an automatic teamaker that would 
inswer the problems of efficiency and a consistently ood 
product. Other methods were not wholly satisfactory 
either for the restaurant or the yvuest 


Development of such a new piece of equipment was 
the Tea Equipment D« velopment Steering 
Committee, set up by the National Restaurant Associa 
The NRA committee 


the voal of 


tion under a Tea Council grant 


of which IT was chairman, was composed of Andrew 
Crotty Douglas Boyle John S. Daniels, Col. Paul Logan 
John Ruffley, Watson Rulon, Joseph Schensul, William 
I. Schumaker and Milton Smith The Tea Council 


was Fe} resented by Anthony Hyde and Tom Griffin 


To begin with, we had an indication of the benfits 


of more modern téa-brewing methods from the tests that 
had been run in 12 These 
tea urn that was basically litthe more than a piant tea 


industrial cafeterias used a 


pot, and tea sales increased 89% over the old cup or pot 


(Continued or page 1G) 
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NEW 
ICED TEA 
ADVERTISING 


reminds 
what they 


Here you see a few sample frames from one of 
the Iced Tea television commercials built around 


one of the selling-est advertising themes a bev- 
erage ever had: 

“Why don’t we have Iced Tea more often?” 
An important reason why these commercials are 
so powerful is the supervision of Mr. Delbert 


Mann, 1956 Academy Award-winning director, 
and the direction of Mr. Norman Felton, winner 
of three top TV awards. 
But their real selling power lies in these simple 
Millions of folks will see facts: 3 out of 4 people already like and drink 
Iced Tea. Most important of all, when inter- 
viewed, 


and hear this compelling they said they'd enjoy having more of it. 


starting July 3 in: BALTIMORE, BOSTON, 


on TVand outdoor posters CHICAGO, CLEVELAND, DETROIT, LOS 


ANGELES, NEW YORK, PHILADELPHIA, 
PITTSBURGH, AND WASHINGTON. 


— 
—— 
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2. WIFE: (Very interested) | dunno. Why don’t we? 


5. WIFE: (Warm and "‘wifely’’) Happy now ? 6. MAN: (Completely satisfied) Ummm-hmmm! 


TURN THE PAGE FOR 7 
MORE ICED TEA NEWS — 
Why dont we have Iced Tea more often ? 


"Why dont we have 


"> 


HERE'S THE OUTDOOR POSTER VERSION, scheduled to 
begin June I in Atlanta, Birmingham, Charlotte, Ft. 
Worth, Greensboro, Louisville, Memphis, San Antonio, 
San Diego. Begins July 1 in Buffalo, Cincinnati, Houston, 
Indianapolis, New Orleans, Providence, St. Louis, Miami. 


tea council A 500 Fifth Avenue, New York 36, N.Y. 


ee 3. MAN: Well? (Inviting her to make decision.) ae. 
\ 
% 
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Look who's ‘doin’ what comes 


Tea, Lemons, Sugar 


net / 


oe council Growers 


a 
FoR 


nacherly!” 


team promote 


TEA 


“Big 3” ready to support grocers with outdoor, TV, newspaper 
and magazine campaigns... plus a raft of selling aids 


Sunkist Lemons, Domino Instant Super- HERE ARE 2 SUGGESTIONS 


fine Sugar and the Tea Council have done for tie-in displays using 
the new materials 


the most natural thing in the world— 


joined forces to help you sell the “‘fixin’s” 


for America’s favorite summertime drink. 


A display in your 
produce section 
dressed up with 
pennants on wire; 
tea, lemons, and 
sugar displayed 
on a gondola. 


They'll be doing it with advertising 


reaching millions of thirsty folks. There’ll 


= 
An r 
| 


also be plenty of store materials to help rp 


you set up Tea—Sugar—Lemon displays. 


Bright over-wire pennants. Full-color 


posters. Compelling materials that’ll work TEA __ LEMONS sugar 
00s 00¢ 00+ 


hard for you anywhere in the store. 


Island display of 
3 shopping carts, 


Get behind this super promotion. Make 


this your biggest Tea—Sugar—Lemon one each for tea, 
. lemons, and sugar 

summer! Ask your Domino, Sunkist, or —alltied together 
; with a ribbon of 

Tea salesman about the special display full-color posters. 


materials he has available for you. 
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1956 Midvear Meeting — |. The Automatic Teamaker 


what 


it Is 


By LYLE WILLIAMS, Eastern Sales Manager 
Kitchen Equipment Department 
Food Madieoy & Chemical Corp. 


A unique feature of the Food Machinery and Chemical 
Corp. teamaker development is that restaurateurs will be 
able to choose the color they prefer in the machine 
This holds true, 


From all 


light blue, yellow, tan or white at any 


rate, for the pre-production field test models 
in dif 


indications, the Fiberglas housing—which comes 


colors—-will withstand the rugged restaurant 


Incidentally, 
hulls are 


ferent 


treatment this is the same material 


and which auto 


build 


from which some boat made 


mobile manufacturers have been using to sports 


cars 

The choice of colors, coupled with sound, modern de 
sn will pive operators the chance to select a model 
according to restaurant decor, and undoubtedly will add 
this efficient unit 


merchandising value to 


The simplicity of tea preparation and service with the 
teamaker 1s somewhat. startling For example pre 


pare the beverage, a half (or one-quarter) pound of 
tea is placed in the brewing container, positioned be 
neath the sprayhead and a timer ts started. The ma 
chine makes a fresh concentrate and holds it in a glass 
A hand timer mounted in the front panel 


water that ts 


reservoir 
of the 
sprayed onto the tea leaves in the brewing container 


tea machine controls the amount of 


A one-minute setting 1s used for the half pound batch 
40 seconds for the one-quarter pound batch. There ts 
a small hole in the bottom of the container, separated 
from the tea leaves by a fine mesh screen, which con 
trols the brewing time 

Brewing takes between eight and nine minutes for 
either sized batch. However, tea may be dispensed with 
in three minutes after starting the hand timer 

Dispensing is performed by simply placing a 
pot or glass beneath the spout and pressing a button 
Concentrate 1s automatically combined with either hot 


cup, 


or cowl (tap) water to produce hot tea or iced tea 
There is a button for each product, plus plain hot or 
cold water buttons for the person who prefers weaker 
tea 

The hot 
at a temperature of over 200° F 
Cold water comes directly 


the self-contained heater 


to produce hot tea in 


water comes trom 


the cup of pot above 190° F 


from the cold water line 
The number of servings depends on the batch size, 
half-pound or quarter-pound, and whether the call ts 


for hot or iced tea, Eight ounces of loose tea will pro 
duce 100 


servings of iced tea, which is made somewhat stronger to 


six-ounce servings of hot tea or 68 six-ounce 


counteract the dilution of the ice. Four ounces of tea 


will make half as many servings of cach 


58 
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rm 


INF USOR 


CONCENTRATE 
RESERVOIR 
EN LIGHT 
PUSH~ BUTTONS 
REO Li 


A pre - production 
model of the auto- 
matic teamaker for 
restaurants. It will 
make push - button 
tea preparation a 
reality in public 
eating  establish- 
ments. 


WATER VALVE 


Six batches of concentrate per hour can be made for 
iced tea, yielding 408 servings if a half-pound charge ot 
tea 1s used, and 204 servings if a quarter pound charge 
The hourly yield of hot tea for both size batches 
is identical—200 cups. The yield for hot tea 1s lower 
than for iced tea because brewing and dispensing water 
must both come from the same water heater. 


1s used 


A small amount of counter space, a 230 volt single 
phase line, a cold water lead, and a drain pipe are needed 
to install the tea The machine occupies 18 
inches of lateral counter space and is 22-4% inches in 
depth. The overall height ts 34 inches, and the height 


to the infusor handle is 24 inches. 


machine 


The most important requirement of tea quality 1s well 
satisfied. Hot and iced tea produced by this machine are 
of uniform good quality, comparable to tea produced 
under ideal conditions by conventional methods. Tea 
experts have established this after repeated taste tests 
of the machine tea vs. tea prepared in cup or pot. Their 
findings have been verified by patrons of the restaurant 
where the first prototype was installed and operated 


Lipton plant wins citation 

A McGraw-Hill publication, Factory Management and 
Maintenance, has named the Thomas J. Lipton, Inc. tea 
plant in Suffolk, Va. as one of the ten most significant 
manufacturing plants completed in the United States 


during 1955 


TEA 


? 
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Use of the prototype teamaker under actual large 
restaurant operating conditions, at Kuenning’s “19 
Restaurant in Columbus, Ohio, ended with an enthusias 
tic endorsement of this new development in_ kitchen 
equipment. 

According to a report made by Ralph Kuenning to 
the Tea Equipment Development Steering Committee of 
the National Restaurant Association, “The new tea-mak 
ing machine can become a permanent piece of equipment 
in most restaurants and food service establishments 
The uniform quality, ease of service, plus the customer 
satisfaction should create a demand for its use.” 

The first field test of this prototype machine covered 
the 60-day period beginning July 29th, 1955. It fol 
lowed through laboratory testing at the Battelle Memori 
al Institute, which had worked with the NRA committee 
to develop the teamaker 

Minimum supervision of the machine was given by 
the attendants at Kuenning’s "19", to insure a fair test 
that would bring out every weakness of the equipment 
at that stage of its development. As a result, several 
mechanical changes were incorporated into the teamaker 
prior to the manufacture of further models for the more 
comprehensive field tests now being conducted. 

In the 60-day period of this first field test, the equip 
ment dispensed more than 30,000 glasses of iced tea and 
pots of tea, and according to Ralph Kuenning, © pro 
duced a better product with more efhciency than any 
other method devised.” 


Reaction on the consumer's part was enthusiastic, 


1956 Midyear Meeting Program 


The 1956 Midyear Meetmy of the Tea Association 
will be a tight, imformation-packed event 

It starts at 3:00 p.m. on Thursday, May 17th, m the 
Grand Ballroom of the Hotel Biltmore, New York City 
and will run until 6:30 

During those three and a half hours mdustry mem 
bers, including key sales and advertising personnel and 
restaurant and grocery customers, will get a_ firsthand 
look at: 

1. The new automatic restaurant teamakes 
2, The 1956 industrywide iced tea advertising cam 
paign 

3. The 1956 mdustrywide wed tea publicity program 

In charge of arrangements for the 1956 Midyear 
Meeting are Rob Compton, of Bingham & Co., Inc., as 
committee chairman, assisted by Edward C. Parkes 
Tetley Tea Co., Inc., and H. W. (Chester) Chapman 
Dannemiller Coffee Co. 
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1956 Midyear Meeting — 1. The Automatic Teamaker 


it sells more tea 


judging both from the comments reported by Mr. Kuenn 
ing and from the increase in the sale of tea. Hot tea 
sales during the test period jumped 125%, while iced 
tea sales increased 34% His report to the committee 
stated that one quarter of his guests bought tea as their 
beverage 

He reported that the net profit from the increased tea 
sales would have compensated many times over tor the 
cost of purchasing the machine, and stated that tea “with 
out a doubt shows a better profit than any other item 
of food or beverage served.” 

An accurate record was kept on every phase of the test, 
from the mechanical operation of the machine to its pro 
fit-producing capabilities, In figuring the profit, every 
factor was considered: the cost of tea, milk or cream, su 
gar, and ice cubes for the tced tea, which were included 
as part of the operating costs. Labor, operating and 
administrative costs were also included in the total costs, 
which were carried to four decimal points to insure ae 
curacy. It was found that tea produced a net profit of 
30%, which according to Mr. Kuenning’s report was 
“higher than any other item we serve.” 

Battelle was commended in the report for its excellent 
work in connection with the fluid concentrate used in 
the teamaker (which Kuenning’s found kept well for 
the three-hour period for which it was designed), as 
well as the method of withdrawing the finished tea. The 
machine required an average of nine minutes to complete 
a cycle of concentrate, and tea could be drawn three 
minutes after the start of the cycle. Dispensing speed 
the report stated, was approximately eight glasses of iced 
tea per minute, which at Kuenning’s was based on pick 
ing up the glass, filling it and placing it on a tray ad 
joining the urn 


Throughout the tests, the teamaker produced consistent 
ly good hot and iced tea, which elicited praise from Mr 
Kuenning and the guests at his restaurant. Particularly 
noted in his report was the improvement in iced tea 
service, which he stated was more uniform. With other 
methods, iced tea during peak periods was warmer 
causing more ice dilution Using the machine, both 
hot and iced tea were very nearly uniform at all times 


The field test at Kuenning’s "19" provided valuable 
information concerning the operating characteristics of 
the machine under actual restaurant conditions. It also 
served as an indication of the increased tea sales possible 
with the teamaker, which provides the restaurant with a 
modern and efficient method of brewing and dispensing 
tea, and pives the restaurant guest the assurance of a 
consistently good serving of tea 

The combination of these factors indicates that use 
of the automatic teamaker will result in increased customer 
satisfaction, and increased sales and profits to the 


restaurant 


59 


¥ 3 
i 
ay 
ats 
ae 
mm 


1956 Midyear Meeting — L The Automatic Teamaker 


how it was developed 


the start 


On February 4th, 1954, the seven members of a joint 
steering committee of the National Restaurant Associa 
tion and the Tea Council met with officials and technolo 
vists of Battelle Institute at our laboratories in Colum 


Ohio These visitors to Battelle were looking for 


ways to implement their aim of developing an 


bus 
auto 
matic tea machine 


After this first meeting, a proposal was drawn up by 


Battelle and subsequently approved by the steering 
committee Officially work on the project began May 
Ist. 1954 


the targets 


We knew from the beginning that the specifications 
laid down by the committee would prove to be a large 
order. The teamaker had to: (1) Produce 
hot and iced tea of excellent quality; (2) be a self-con 
that (3) be simple to 


eliminating as far f 


automat 


tained unit heats its own water 


operate, as possible the chance ¢ 
human error; (4) give a continuous flow of tea and have 
ample capacity to last through a period of heavy de 
(5) Have a flexible range of capacity to make it 
practical to a (6) Be 
priced to make it attractive to the restaurant industry; 
(7) Require maintenance be easy to clean; 
also be practical in terms of installation and operating 


costs; and (8) have sales appeal 


mand; 


wide range of restaurant sizes; 


First, a detailed study had to be made of all known 
methods of brewing tea. This revealed that the concen 


trate principle might be best suited for the proposed 


equipment This principle embodies the preparation of 
i fresh concentrated fluid tea to which hot or cold water 
can be added at the time of service to provide the pro 


per he verapes 


the methods 


A series of taste tests made by professional tea tasters 
resulted in a decision to employ the concentrate method 
since the tea made from this method was rated fully a 
ceptable From a design and engineering standpoint, it 
offered several important advantages 

With 
steering commeatee next turned to other requirements and 
specifications It that the teamaker 
should dispense a minimum of 200 cups or glasses of 
The tentative overall size was specified 


agreement on this underlying principle, the 


was established 
tea pet hour 
and it was agreed that the first model machine should 
These findings were pre 
Bret 


have an electric water heater 


sented at the annual Tea Association convention at 


60 ( 


By A. M. ROCKWOOD, Battelle Memorial Institute 


& 


1954 
The first design layouts, submitted by Battelle to the 


ton Woods, New Hampshire on September 21, 


committee in November, 1954 included dual urns. This 
design was predicated on the assumption that a fresh 
batch of tea should not be mixed with the remains of an 
old the 


size of this machine were excessive and led to the con 


batch. However, estimated cost and over-all 
sideration of a single-urn design and a decision to ex 
plore the possibility of brewing fresh tea on old tea 


without sacrificing quality 


the models 


A model was then designed and built to investigate 
that 
this could be done at no sacrifice in quality providing 


the effect of brewing tea on tea. It was found 
that any one batch of concentrate was not stored longer 


than three hours. After the committee saw and evalu 
ated thts model, a decision was reached to build a stainless 
steel prototype by January 27th, 1955, for demonstration 
to the NRA board of directors at their annual meeting in 
Atlanta Board of Directors of the Tea As- 


sociation. These demonstrations were accomplished suc 


and then to 
cessfully 

The construction and demonstrations of the prototype 
marked the end of the first phase of the development 
program 


the checks 


The second phase started with an 
amination of all the operating features of the prototype, 


exhaustive re-ex 
with the intent of uncovering all opportunities of im- 
provement. This resulted in certain engineering changes, 
including the installation of a new pressure relief vaive, 
a new pressure regulator, and a new spray nozzle. The 
changes resulted in a better performance 

As a part of the improvement program which took us 
from March to July,, 1955, a study was made of Under 
writers’ Laboratories, The Chicago Board of Health and 
The Board of 


Minor alterations were made to conform to these codes, 


Chicago Plumbing code requirements 
and once the principles of operation of the general de 
Sign were viewed to be Satisfactory, the machine Was 
ready for field testing 

On July 28th, the first automatic teamaker of its kind 
went into operation of Kuenning’s “19” Restaurant in 
Ohio 


During the following 60 days of continuous opera 


Columbus, 


tion, with the exception of brief interruptions for minor 
modifications and service, Ralph Kuenning reported that 


the unit dispensed more than 30,000 glasses of iced tea 
and pots of hot tea, and stated that the equipment pro 
(Continued on 


75) 


page 
INDUSTRIES and The Flavor Field 


TEA 


1956 Midyear Meeting — |. The Automatic Teamaker 


how it makes tea visible 


Have you ever asked anybody how he believes the 
amount of tea consumed in this country compares with 
the coffee drunk? If not, try it. You will 


hear such estimates as 1 to 30, or 1 to 20; people who 
aS low 


amount of 


want to be extra generous towards tea might g 


as 1 to 10. Everybody iS 
then greatly surprised to 
hear that the actual ratio 


between coffee and tea con 
sumption ts about 1 to 31/y 

In other you 
call the thousands of gallons 


words, if 


of coffee and tea consumed 
in the U.S.A. during 


one 


year 100%, about of 
it will be tea yA 
The interesting aspect of 


but even regular 


this quiz is that not only 


inveterate coffee drinkers 


will underestimate the amount of tea, 
tea drinkers, and probably not a few people in the tea 
trade will be equally wrong in their guess 

How is one to explain this strange underestimation of 
tea’ If iced tea is left out, because it is in a category by 
itself, the simple truth is this unless you yourself are 
a hot tea drinker, you will have very little opportunity to 
see hot tea drunk in this country 

The reasons are There is first the widespread 
homemakers in all walks of life 
We learned trom one of 


twofold 


not to 


custom amony 


serve tea when they entertain 


our studies here that even if the hostess herself is a 
regular tea drinker, she will hesitate to serve tea. Her 
thoughts will run something like this: “I can be sure 
that everybody drinks coffe but I cannot be sure that 
everybody drinks tea So the proper thing to do 1s not 
to take any chances I'll serve coffee.” 


There will be exceptions, of course but as a rule, if 


© to a person's house you will be served cotfee and 


you 
wont even suspect that your hostess. if she is alone 
with her family, will often drink and serve tea 
The result of this habit 1s, of course, that we will 
served in another person's house 


hardly ever see tea 
Because the one time when your hostess will drink cof 
fee 1s when you come to visit her 

The second and more important reason why tea in the 
U. S. A. is invisible is the strange treatment of tea in our 


restaurants and other public eating places. You have to 
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the “halo effect” of the automatic teamaker for restaurants 


By HANS ZEISEL, Director of Research 
Tea Council of the U.S.A., Inc. 


travel very far betore you find a place in’ which the 
waitress or the clerk will ask you ‘Are you 
going to have coffee or tea?” The standard question all 
over the country ts. still Will you have cotter 
later?” As a result, you hardly ever see tea in 
the big, shining 


counter 


your 


now or 


restaurants-—that is, hot tea, You see 


coffee urn, you see the glass decanters full of steaming 
cotfee 
The 


Waitress s invitation and ask 
will often be rewarded with a somewhat impatient ges 


but tea is a rare sight, indeed 
the 


contradict 


the COUTALE to 


Could I have tea instead 


few who have 


ture 


what she has to 


a tea bay inh, put 


her Sec 


a teapot out, put 


You can't blame too much 


do: she has to pet 
some boiling water on top of it, in some places she has 
to vet an extra pitcher of hot water has to add a pitcher 
of cream or get some extra lemon and all this she must 
do with not the slightest prospect of getting 


tip than af she just goes to the coffee urn or the viass bowl 


a bigger 


and draws a cup of coffee and serves it 
restaurateur 
tea He 


calcu 


the 


scrve 


As a result of the waitresses’ hesitation 


himself does not make mayor efforts to 


has to rely on the waitresses 
lates carefully the time of the waitress, he might even be 


voodwill, and he 


right in his pret rence tor serving cotter although coffe 
itself permits him a much smaller margin of profit than 
tea 

Since tea 1s pushed thus into the corner of the restau 


service 


rant we must not be surprised if then the tea 


which is so reluctantly served is also often of poor quali 


ired to make it 


ty Few restaurants are really prey pro 
perly with boiling water. and as a result many a tea 
drinker. who would like to order tea, doesn't do it be 
cause he knows it’s going to be poor tea 

The overall result of our pattern of entertamment ind 
the reluctant tea service in restaurants 1s that hot tea out 
side your own home ts practically invisible This we 
believe explains the strange underestimation of — the 
amount of tea actually drunk in this country 

You might say: does it really matter so much that 


peo} le do not know exactly of even ipproximately how 
much tea is drunk in comparison to coffee? You might 
point that this 1s of the $64,000 questions 


Yet in a way it is: for the tea industry it might even be 


out not one 


4 more costly que tion 


Our habits towards 


eating have i preat tendency 


(¢ ntinued on page GB) 
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Iced tea and Sunkist Lemons 


...they sell each other! 


Sunkist started advertising iced 
tea with lemon 40 years ago and 
has kept it up ever since. 

Over 57% of American iced-tea 
drinkers take lemon as a result 
of this effort and the Tea Coun- 
cil’s fine work. 

Sunkist advertising sells iced 
tea. Tea Council advertising 
sells lemons. And the grocer 


makes more profit when he sells 
the combination than he makes 
on either item alone. 

That gives youa great natural 
tie-up to use in your own pro- 
motion. Be sure you sell the 
combination —lemons and tea. 
Let lemons help you sell more 
tea (when you do we'll sell more 
lemons! ). 


Sunkist fresh lemons 
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new horizons for iced tea 


When the Tea Council of the U.S.A. assigned us to con 
duct a research study on iced tea, the main question we had 
What ts the profile of tced tea? 
But when you examine all the 


to answer Was sccm 


ingly a rather abstract one 
implications that a systematic answer to this question neces 
sarily Carries, you must 
to a different conclusion, You 
will discover, in fact, that this 
apparently very general query 
contains in essence all the 


problems which must be 


solved in order to induce 
le to consume more iced 
tea 

For how do you describ 
the profile ot any product or 
merchandise? setting tt 
apart from any other product 
or merchandise in this cas¢ 
all other 


functions and attractions, as well as possible disadvantages 


cold beverages—and defining exactly its roles 
from the point of view of the consumer 

In the end, when you have determined wh) people like 
or dislike a product what it means in their lives, what the 


causes are of possible prejudices, misunderstandings or mis 


interpretations, when you have caught the vision of a product 


not as a dead piece of merchandise but as a living thing 
with emotion, arousing qualities which has a definite phys: 
cal and psychological role to play within the daily existence 


a woman or a child—then you know how to 


of a man or 
speak about it, how to fashion truly effective appeals, and 
how to expand its market 

In order to do all this with iced tea, we had to explore a 


had to delve, for instance 


wide variety of areas. We into 
the whole problem of the psychology of thirst We had 
to establish the relationship between hunger and thirst and 


examine which were the 


psychologically correct appeals for 
thirst quen hers as apainost hunger satisfiers 

We also wanted to know 
iced tea Was it considered as an 
drink? And we 
as the different 
relationshi between hot and iced tea, the best selling argu 


ed tea the closed to iced 


what the social status was of 


elegant ora pleberan 
looked into such various revealing 1S pce 


forms in which iced tea can be served, the 
ments for areas which now are 
ef 

The main techniques we used were the depth interview 
and the differential” test. The 


type of interview in which no direct questions are answered 


semantt former 1s a 


but the respondent ts permitted to ramble and speak at hrs 


leisure until he has revealed all his feelings through the 


process of tree association 
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By DR. ERNEST DICHTER, President 


Institute for Motivational Research 


test attempts to draw a person 


ditferential 


A ‘semantic 
ality picture of a product in an indirect manner by request 
ing the respondent to match one of two opposite terms with 
his feelings about the product of 


terms 15 a possible characteristic of the product, but th 


the twos lected 


terms chosen for such a test are not always directly related 


to the product 
We presented the respondents with the following pairs 
ind refined, case and 


of words robust 


effort, 
and trickle, ycal round and »f isonal ball playing and re id 


leisurely and hasty 


silence and conversation, moral and frivolous, gush 


iny, date and family, potent and teeble, alone and social, 
revular and occasional, gull and sIp luncheon and picnic 
young and old lusty 
limp, indoors and outdoors, church party ind bridge party 


sit down and stand up formal and fun 


between meals and with meals and 


ithlete and scholar 
pep and relaxation, pleasure and purpose 
When all the had 


analyzed and organized into a system, we 


been tabulated 
felt they offered 


answers were in and 
a picture of, and an approach to iced tea which opened the 
door to hitherto unsuspr ted possibilities for effective pro 
motion and advertising 

Here are a few highlights of our findings 
Almost everybody accepts iced tea as the 


il 


thirst 
quenching beverage, particularly during the 


This concept has been very successfully developed by adver 


tising. However, this achievement also has a definite draw 
back It tends to induce a general belief that wed tea 
exists in order to be drunk during the summer as a thirst 
quen her 

The real problem of iced tea ts different, however I he 


main promotional problem is not simply to confirm peopl 
in their habit of drinking iced tea when they ire thirsty on a 
sweltering day The goal must he to yo beyond this ind 
expand the market 

The most important preliminary toward the achieve 
ment of this goal (through powerful new appe tls) was our 
t physical but even more 


Thirst we 


tlessness and 


discovery that thirst is not only 


a psychological phenomenon found, 15 also a 


poychic need ston of re discomfort 


an 
in today's strenuous world, which lingers on long after the 


heer physical requirements for liquids have been satistied 


This ambivalent character of thirst 1s extremely important 
because iced tea emerged from our interviews as the only 
drink which 1s helpful to man in this situation 

It has the faculty of plitting the thirst It first re 


moves the dryne 3s of the mouth and then the | syohne thirst 


that endle craving of the mind which cannot be | wified 


of cold liquid 


hia of course 


by pouring down the throat quantities 
When we began our a 
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More Often. 


HENRY P. THOMSON, INC. 


TEA IMPORTERS 


89 Broad Street 120 Wall Street 605 Third Street 
Boston, Mass. New York 5, N. Y. San Francisco, Calif. 


Tea Association of the U. S. A. 
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the industry’s new iced tea advertising 


This iced tea season the Tea Council will launch a new, 
bold campaign to increase iced tea sales, Here's the story be 
hind this big change in the industry's iced tea advertising. 

First off, what has research told us about the big oppor 


tunity for iced tea? 


35% of the people now drink iced tea regularly. 
And they drink lots of it-—seven or more glasses a 
week. It’s probably unreasonable to expect them to 
consume much more 

25% of the people don't drink iced tea at all 
Many of these have tried and rejected it for some 
reason, As a group, they appear to be poor pros 
pects 

10% of the people drink Iced Tea occasionally 
(three to six glasses per weck). Many of them 


stated they would enjoy having it more often 


By DEWITT L. JONES, Account Supervisor 


The last group clearly offers the biggest and easiest op 
portunity for increasing the consumption of iced tea. It's 
a very large group, already favorably disposed toward the 
product. And among this group the barriers to drinking 
more iced tea are not so strong they can’t be broken through 

What holds hack the occastonal drinker? 

These seem to be the chief barriers 

1. Many people consider iced tea troublesome to make 

2. When iced tea is out of sight, it very likely is out 
of the occasional drinkers mind. He hasn't yet made iced 
tea enough of a habit to ask for it regularly 

3. For many people, iced tea ts an acquired taste. You 
have to drink a substantial amount of it before it becomes a 
habit 

Plainly, these problems are interrelated. The key to all 
three is to intensify the occasional drinker’s established 
friendliness toward the product. If our advertising 1s per 
suasive enough and frequent enough, that can be done 


reputation can be mini 


Even the ‘'trouble-to-make 
mized. The more effectively we sell the pleasures of iced 
tea, the less the occasional drinker (and his wife) will worry 
about the problem of making it. The human race has dem 
onstrated again and again that it ts willing to put up with 
all kinds of difficulties in order to get the things it really 
wants 

Most of what we've said up to now 1s not new It is the 
base on which our present commercials were written 

Some months ago, however, it was decided that the copy 
strategy and the commercial format should be thoroughly re 


While it that the 


were doing 


examined was believed present com 


mercials i good job ot Appe iling to the o 
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Leo Burnett Co. 


casional iced tea drinker, we wanted to see whether a still 
better approach could be found 

Our thinking was as follows: Our present commercials 
offer several logical reasons for drinking wed tea regularly 
(refreshing, picks you up, doesn't leave you thirsty, econ 
However, iced tea is already widely liked and 
widely used. Even occasional drinkers know well what its 
virtues are and all readily persuaded to have some. The 
sight of iced tea at the next table is a restaurant; a picture 
of it; the simple question, “Wouldn't some wed tea taste 
any of these 1s enough to trigger latent 


omical, etc.) 


good right now?" 
desire 

Therefore, it might be possible to present the case for 
iced tea in a simpler, more assumptive way, And, being 
simpler, our message might well prove more rememberable 
might carry a greater and more lasting impact 

As the next step, Dr. Ernest Dichter, president of the In 
stitute for Motivational Research, Inc., was engaged to con 
duct motivational research on iced tea 

His assignment was: To provide a profile’ of wed tea 
In other words, to find out what wed tea means to people and 
why they like or don't like ut. And most important, what 
it 1s that sets wed tea apart from other beverages 

This information was to be used in two principal ways 
| As a help in re-evaluating the present commercials 
2. As an aid in planning new commercials if they seemed 
indicated 

Dr. Dichter found that the profile of iced tea 1s a complex 
one, passin a dozen or more positive ideas 

On the basis of this profile, it was agreed that sed tea 
advertising could be improved in the following ways 

1. Do not portray iced tea chiefly as an emergency treat 
ment for heat and/or thirst or as dramatic and instantaneous 
relief from extreme discomfort 

According to Dr. Dichter, people do not think of iced 
tea that way nor do they drink it for that purpose People 
sip iced tea, savor it, even dawdle over it. They think of 1 
as sociable, companionable. They do not class it as a quick 
pick mec up 

2. The present wed tea theme line 
Doesn't Leave You Thirsty) 
But, said Dr. Dichter, it 1s 
The ideas expressed in it can and are being 
used by other beverages. So are 

Iced tea 1s much more than just a refresher and a thirst 


(Best Summer 


time Refresher is fine as 


hot very fre 


far as it poes 
memberable 


some of the words 


quencher and it is iced tea’s complete collection of vir 
tues which make it unique 

If we depicit summer as cruel and taxing (‘the 
harsh face of summer’), and associate iced tea only with 
that side, we miss an important opportunity 


Summer, as Dr Dichter pointed out, also has a ‘‘be nin 


(Continued on pas 
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MANUFACTURERS OF 
QUALITY LONG FIBERED, 
POROUS PAPERS 
FOR TEA BAGS 
AND COFFEE FILTERS 


We now Aave ADDITIONAL MODERN FACILITIES — 
SERVE YOU BETTER THAN EVER BEFORE 


DEXSTAR| SPECIALTY PAPERS FOR INDUSTRY 


... made from natural, synthetic and glass fibers. 


SINCE 1767 C. H. DEXTER & SONS, INC., Windsor Locks, Connecticut 


Are you interested... 


in shipping your teas, coffee and spices in vessels manned by 
& officers and crews specially trained to deal with the problems of 
the trade in which they are engaged and who take special pride 
in stowing, ventilating ond caring for these commodities in a 
manner which gives best assurance of sound delivery 


in having your cargoes carried from ports of shipment to destina- 


e tion with the least delay 


¥ in having your consignments given proper sorting on discharge 
as well as proper protection while awaiting delivery 


® in obtaining very prompt settlement of meritorious claims 


if SO we offer for your consideration the fast modern motor vessels 
comprising the fleets of — 


BARBER-WILHELMSEN LINE BARBER-FERN-VILLE LINES BARBER-WEST AFRICAN LINE 
Philippines — Maleya — (All principal ports on 
Indonesia and Ceylon/US.A the West Coast of Africa) 


(Philippines, Hongkong 
and Japan) 


For further particulars, schedules, etc. apply to 
Garber Steamship Lines, Que. 
> 


17 Battery Place, New York 4, N. Y. Tel. WH 4-1300 
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tea, sugar, lemons 


In July, 1955 the Tea Association's Grocery Merchandis 
ing Committee held its first meeting to discuss 1956 iced 
For the first the 
consideration of 


tea merchandising plans. hour or so 


mecting ran in the usual pattern 
of poster designs; a full discussion of sizes and types of 
review of 


dozens 


posters and other pieces we should consider; a 
last year's efforts; the strength and weakness of what had 
been done 

And then at some point our thinking began to veer away 
from the established pattern. Slowly, as one new idea fol 
lowed another, a Brg Idea for the 1956 iced tea campaign 
began to take form 

It's literally impossible now to reconstruct’ who had the 
ideas that grew into the 1956 Iced Tea Jubilee 
not really very important. What ss important is the fact 
that the committee and the Tea Council staff worked to 
gether from the very start to develop a program that would 
benefit packers and retailers, and that would support the 
industry's overall campaign 

At the conclusion of that first meeting in July, 1955, we 
had agreed upon the following 

1. Related item selling should be the 
both lemons and sugar should be encouraged to join with 


and it’s 


big effort, and 


the tea industry 

2. Some sort of a mass display piece for featuring tea, 
lemons and sugar was highly desirable 

3. The program should be devised so that retailers could 
do a merchandising job with this related selling idea on 
their own initiative 

In the months that followed the details of our program 
began to come into focus 

We are indebted to Paul Allen, of the American Sugar 
Refining Co., and Russell Z. Eller, of Sunkist Growers, for 
their enthusiastic acceptance of With 
their assistance we were able very quickly to design ma 
terial that could be adopted satisfactorily to the selling 


a three-way tie-in 


needs of all three groups 

The biggest problem we encountered was the develop 
ment of a three-way mass display bin. Quite naturally 
American Sugar wanted good display for its one-pound 
packages of Domino Instant Superfine Sugar—and two 
facings would be four cases, or 96 pounds. Lemons, being 
a perishable 
How 


servicing, 


item, posed an even more serious problem 
the lemons be stocked 
remembering that a 
Lastly, we figured four or five cases of tea as 


for greatest case in 


( ould 


case weighs around 50 
pounds 4 
the minimum that would make the bin pay off for us 


A picture of the final display is printed on this page 
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the big tea merchandising idea for this summer 


By DONALD L. PETERSON, Chairman 
Merchandising Committee 
Tea Association of the U.S.A. 


STAN LEYS 
teed 


$6 


TEA SUGAR 


This is the three-way 
mass display bin—a 
simple, effective an- 
swer to complicated 
requirements. Lem 
ons are displayed in 
the original shipping 
case. 


It looks quite simple now, but in its various development 


stages it was as difficult a prece as the committee has ever 
considered 

The most intriguing feature of the bin is the way the 
lemons are handled. They can be placed on the right of 
the bin, waist high, in their original shipping case. Nothing 


could be easier, and we have high hope s that this feature 
will be a real selling point for setting up the display in or 
near produce departments, with the produce manager as 
signed to servicing all three products on this unit 


The display bins, and kits of pocters and pennants which 


go with it, are available to the retailer from any of three 
sources: (1) Contributing packer tea salesmen, (2) Sun 
kict field men; (3) American Sugar Refining wholesalers 


About 10,000 of these bins will go up in supermarkets 
this 
In addition, however, we earnestly hope and expect that 


summer 


retailers will grab this three-way sales opportunity and build 
their own displays 
To this end the Tea Council ts making full display kits 


available which contain: one large four-color poster, two 


iced tea pennants, one Domino pennant, and one Sunkist 


pennant. This tie-in material sells the idea of putting all 


67 


ims 
2 
: 
3 
‘t 
‘Do 
| 
2 
: 
% 


the ingredients that yo into a glass of iced tea at one sales 
location 

The only thing left out is the ice-——and we even spent 
some time wondering if that could be handled 

Seriously, this iced tea season offers retailers the best 
opportunity ever to increase their tea~—sugar—lemon——sales 
It's a natural tie-in 


It's now up to each packer to turn it to his own advantage 


how it makes tea visible 


(Continued from 61) 


uniformity, For all practical purposes we eat only two 
flavors of ice cream, vanilla and chocolate, and all the 
others don’t amount to more than a few per cent, For 
meat we like beef and chicken, and all the other meats 
ire eaten only 

Thus, very much depends on not being a minority 


It is indeed 


at ptional Occasions 


beverage but an equal partner on the menu 
a vicious circle that confounds our problem: it is because 
housewives do not believe that sufficient people drink 
tea that they don’t serve it to their guests. And it is 
because they don't serve it that in turn these guests will 
be under the impression that tea drinking is indeed a 
rare event 

The Tea Council for many years has been acutely aware 
of this problem and decided that the only way to deal 
with this vicious circle is to break it. The plans for the 
first break through go back many years. At that time 
the Tea Council arrived at that tea ser 
vice in restaurants and public eating places would not 


the conclusion 


TEA IMPORTERS 


NEW YORK + PHILADELPHIA * BOSTON * CHICAGO « SAN FRANCISCO * SHIZUOKA (JAPAN) 
CALCUTTA * COCHIN (INDIA) * COLOMBO (CEYLON) * DJAKARTA (JAVA) * LONDON (ENGLAND) 
MEDAN (SUMATRA) * TAIPEH (FORMOSA) 


improve until the means are provided for serving tea as 
The answer there 


easily and inexpensively as coffee 
of the shining coffee 


fore had to be counterpart 
urns which have long become the symbols of hot beverage 


some 


consumption in our country. 
Our first effort to find a 
might expect, to Great Britain. 
enormous per capita consumption of tea, might have 
been counted upon to have a machine which could serve 
at least as a pattern for development here in the U.S.A 
But alas, during my trip through British catering insti- 
tutions and through plants that manufacture this cater- 
ing equipment, I was to be as gravely disappointed as 
was, a few years before me, my predecessor, Einar Ander- 
son. The tradition of making tea in a teapot 1s so 
strong in that country that the only difference between 
huge catering plants and the private home is that in the 
one, they use a very big teapot and in the other a small 
automatic tea maker. 


solution took us, as one 


That country, with its 


one; nowhere was there an 

To be sure, Great Britain has a great variety of water 
boilers, boiling water being one of the prerequisites of 
good tea We brought a couple of what seemed to us 
the better models over to this country, but tests revealed 
them as unsuitable for our purposes. The restaurateurs, 
furthermore, all gave us to understand that they would 
hesitate to devote costly shelf space merely for a hot 
water boiler 

And yet we couldn't see 
source of boiling water good tea could ever come to the 
restaurants. At that time we were to benefit from an 


inspiration that we owe to our Iron Curtain neighbors. 


1 


how without an adequate 


(Continued on page 74) 
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1956 Midyear Meeting — 2. The New Iced Tea Advertising 


Sunkist — tea’s working partner 


es iced tea that ranpy 


( Havor 


Sunkist'’s earliest iced 
tea ads stressed flavor 
and health. The I917 
ad ran in Ladies 
Home Journal. Iced 
tea shares equal 
space with lemonade 
in the 1941 four-color 
page, also in the 
Ladies Home Journal. 
The 1951 color page 
was devoted almost 
entirely to iced tea 


Many centuries ago, long betore the New World was 
even thought of, the peoples of Asia were enjoying two 
products which today are closely linked in the daily life 
of millions of Americans. I refer, of course, to tea and 
lemons. We all know that tea drinking spread from India 
through Asia, then to the 
Near East, the Mediterran 
ean Europe and America. I 
is not so widely known that 
fruits originated 
that 


all citrus 
in Asia too 
partre ular got 


and 
lemons in 
their start in Malaya 
Whether many Asiatics 
in those long-ago times en 
joyed lemon in their tea w 
do not know, but they | rob 
ably didn't, since the wide 


spread use of lemon with 


rather 


{ca appears to be a recent development It 1s 
took 
halfway around the world to 


vether, right here in America 


curious that it thousands of years and 4 yourney 


bring lemons and tea to 


Americans have developed an extraordinary taste tor 
and especially in iced tea, which was an 
According to th 
9.79% of all American iced-tea 
suyar Another 7.8% take 


half of all 


lemon in tea 
American 
latest figures available 


take 


alone 


invention to beyin with 


lemon and 


7 hus 


drinkers 


well over the iced tea 


lemon 
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By RUSSELL Z. ELLER, Advertising Manager 


Sunkist Growers 


consumed in this country is flavored with lemon, At a 


amounted to about 


that portion 


conservative cstimate 
sl, billion vlasses last year! 

Figuring about one-eighth of a lemon per glass, that's 
2,500 carloads con 
not counting hot tea And it's 


over 25,000,000 po inds 


t whale of a lot of lemons ——over 
sumed just with iced tea 
also an amazing amount of tea 
It should be pretty obvious that the Sunkist Lemon grow 


er has a powerful reason to be interested in what hay 


pens to iced tea consumptron 
As a matter of fact, we at Sunkist would like to take 
some credit for the fact that so many Americans drink 


iced tea for we ve been advertising and promoting iced 
refresher 


about 


warm-weather 


tea (with lemon, of course) as a 
| 


long time We've been at it for 


for a very 
years and we re inclined to think that we ve been pro 
moting iced tea more consistently over a longer period 


of time than inybody else 
Of course we haven't don n out of pure 


ilthough our years of association have formed a ery 


friendship with the tea industry We ve 


strony bond of | 


done it for very selfish reaso because tea sells lemons 
and we're in the lemon busines: 

Forty years ago iced tea hadnt achieved much popu 
larity as a national beverage, and lemons weren't very 
popular either They were revarded as a sour Inttle 
fruit which was useful in scouring brass and copper ind 
removiny stains and which had some medicinal value 
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ON ITS WAY... 


A new era in restaurant tea making is 
about to dawn. 


The new automatic FMC TeaMaker is on 
its way. 

What will this new machine mean to the 
tea industry? 

Field tests have already provided some of 
the answers: 

The new automatic TeaMaker will make it 


possible for the restaurant to serve a cup 
of uniformly high quality tea every time. 


Tea will become an even greater profit 
producer. Field tests with prototype models 
have shown that tea brewed in the new 
FMC TeaMaker produces more profit than 
any other item served in the restaurant. 


equipment 
for hitchens 


Kitchen Equipment Department 


FOOD MACHINERY AND CHEMICAL CORPORATION 


P. O. Box 1120 


San Jose 8, California 


OFFEE 


Tea service will be automatic; press a 
button and get hot or iced tea immediately. 


Tea service in the restaurant will require 
less work than competing beverages... 
the automatic TeaMaker provides its own 
boiling water. 

The new FMC TeaMaker is sturdy; able 
to withstand rugged restaurant treatment. 
It requires little counter space and is 
attractive enough to be an asset to any 
restaurant. 

In the long range view this will mean 
more tea sales in restaurants and other 
dining-out establishments ... more tea sales 
for you. 


General Sales Offices: 


6 N. Michigan 
Chicago 2, Illinois 


103 E. Maple Street 
Hoopeston, Illinois 
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publicity for iced 


1956 Midyear Meeting — 3. The New Iced Tea Publicity 


tea “more often” 


(Mr. Rosen 15 publi relations consultant to the Tea 
Concil of the U.S.A., Inc.) 


At its most significant, public relations and publicity 
for the tea industry functions with maximum effect as one 
element of a coordinated campaign. The ideas projé ted by 
Tea Council advertising, merchandising and promotion must 
also motivate the publicity activities 

The concept is illustrated in the 1956 iced tea Campaign 

There are differences, yes. The needs of the various 
components of any overall campaign are not identical, 
and the requirements of the available media differ 

Publicity is a flexible tool, capable of improvisation It 
can reinforce themes projected by other means, supplement 
ing and complementing them. Or it can stand alone, 
projecting these ideas into areas not covered by other activi 
ties. It can take advantage of timely situations. Use of 
publicity techniques can result in literally millions of im 
pressions within the short and intensive iced tea Campaign 
period. It can carry tea’s message through all media of 
communications, disseminating ideas to a wide and varied 
audience 

New frame for iced tea 

This year’s campaign places the picture of iced tea in a 
new frame, It will display a pleasant picture indeed 
with iced tea identified as the beverage that makes the 
most of summertime’s pleasures 

The suggestion of “having iced tea more often” will be 
part of this. since we know that the thought itself often 
inspires an accompanying action 

These themes are integral to the entire iced tea effort 
for this summer, and publicity can contribute in many ways 
to their effectiveness 

The Tea Council, which pioneered in television publicity 
is expanding its effort in this medium for the 1956 iced 


tea season. This increase was needed to reach millions of 
TV homes with essential news and information about tea 
that was not otherwise available For example, the 1 V 


commercials this year do not include brewing instructions 
Our editorial films will continue a campaign that proved its 
effectiveness in educating the housewife to brew tea pro 
perly, enjoy it more and have it more often 
The value of the TV techniques used ts a matter of rev ord 
During the past year, Tea Council films were seen in 
every part of the country, shown a total of 698 times 
This year, iced tea as a ‘fun and pleasure beverage 
will be emphasized with a new film called “The Cool 
Look of Summer Other iced tea films already on hand 
are being revised to comply with the new approa¢ h 
Based on the record of television station acceptance, the 
new film alone will have an estimated 150 showings this 
year. We anticipate that the seven films already on hand 
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By FRED ROSEN, President 


Fred Rosen Associates, Inc. 


will hold their previous high record of TV placements 
Since the films are generally scheduled by the station § 
film program director, additional television plans will ie 


directed toward the homemaking telecaster This activity 
takes form in the shape of the Tea-V Kits. which in the 
past have been received with such enthusiasm. Last. year, 


114 of the kits were used 
Telecasters’ needs 

They fill a special need for new ideas and a fresh ay 
proach for the telecaster, who is constantly on the lookout 
for original programming to maintain her local popularity 
Tea-V Kits supply everything needed, mn materials ind in 
formation, for a complete and interesting program built 
around tea 

Iced tea is widely accepted as a masculine beverage 
To take advantage of this existing acceptance, and to fur 
ther this identification, some of this summer's Tea-V Kits 
will include selected sports program ideas and props of 
special interest to men For example, the favorite menu 
(which includes iced tea) of a champion boxer. tennis 
player golter or baseball star will be sent to telecasters 
together with an amusing facsimile of the actual sports 
equipment, such as boxing gloves, baseball bat, tennis 


racket, et 
Other Tea-V Kits will include ideas for outdoor dining 


picnics, graduation parties, teenage fun, ete Each kit 
will be carefully planned to convey iced tea as a ‘fun and 
pleasure beverage In the meantime, of course, every 


opportunity will be taken to extoll the merits of iced 
tea 
Interviews with tea-men 


Still other areas of television will be utilized during the 


concentrated iced tea drive. Interviews will be arranged 
for representatives from the tea industry in every peo 
graphic area Special materials will add visual impact 
to this ““Tea-V Task Force,” giving the viewer a strongly 


favorable impression of tea Ayain, brewing instructions 
will be incorporated, and in this instance the personal 
authority of the tea industry representative will lend added 
weight, as well as creating the interest intrinsic in a 
personal interview 

But the new ay proach to wed tea as the American bever 
ive that belongs to summer 5 good times—-and helps bring 
them about—is certainly not confined to television It 15 
equally applicable to other media during the wed tea 
campaign, and in fact has already begun 

Eighteen black and white photographs have already been 
released to 12,000 rural areas as well as 400 metropolitan 
cities, to industry and business house orpans and super 
market newspapers and throwaways 
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new horizons for iced tea 


(Continued from page 63) 


that such a fundamentally new and dynamic concept might 
emerpe from our investigation Yet there it was Respon 
dent after respondent revealed the shining fact that iced 
ca was a uniquely satisfactory drink because it first lessened 
the physical symptoms of thirst and then healed the psychi 
tension Which was felt as thirst. Other cold beverages, we 
were told, lead into a vicious circle ‘The more you drink 
the more you want, the more you want the more you drink 
But when thirst seems unquenchable, iced tea brings relief 

In this finding, we felt, were rooted new vistas for iced 
tea advertising and for an extension of its market. Although 
previously it was well known that iced tea was a better thirst 
quencher than other drinks, no explanation for this fact 
could be given, and justifiedly or not, every cold drink mad 
that very same claim. Now there was a new story to tell, a 
story which chimed in with the feelings, the hopes and the 
emotions of every consumer, and so carried conviction and 
pe ruasion 

Previously, wed tea advertiing was led to focus largely 
on the painful and negative side of summer and to connect 
iced tea largely with rescue from pain and exhaustion. Now 
iced tea becomes a helper in rediscovering the yoy of life and 
of the summer Iced tea has become a pleasant psycho 
therapist a restorer of mans peace of mind in a tense so 
ciety, a guide to rest, leisure and enjoyment of life 

In the framework of a short article it would be impossible 
even to mention all the details of one study. But I would 
like to refer briefly to two other basi qualities of iced tea 


revealed by our study. 

One is the particular sociability of the drink. It is drunk 
from tall glasses, yet generally it is sipped slowly, leisurely. 
As a respondent expressed it: 

They drink it slow and leisurely. I don't think 
anybody gulps it down. They usually smoke a 
cigarette and that takes 10 or 15 minutes, I guess, 

I have never timed it.”’ 

That iced tea is basically a s/ow drimé is confirmed by our 
semantic differential’ test. This test, which was adminis- 
tered as a supplement to the depth interviews, required the 
respondents to associate iced tea to one term in each of 
several pairs of terms. Two of the pairs of terms to which 
iced tea was to be associated were (1) ‘‘sip or gulp’ and 
(2) ‘trickle or gush.’ 

Results: 88% “SIP” to 10% “GULP”; 66% “TRICKLE” 
to 18% “GUSH.” 

The other quality of ice tea that I want to mention 1s 
its fitness to induce relaxation 

The jump from the world of business tensions, to the 
world of pleasant leisure is too sudden for most Americans 
All too often, we find ourselves unable to make the jump 
We carry the work-world tensions into the leisure world 
where they do not belong, and find ourselves unable to let 
down, depriving ourselves and our families of the well 
earned right to relax and enjoy one another 

Iced tea seems to have the peculiar quality of preparing 
us for leisure, of leading into a state of true enjoyment. Its 
effect, at these times of transition seems to be precisely what 
is needed. It does not jolt us into preparation for new 


(Continued on page 82) 
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we re sure the tea industry would like to know the answer 
as much as we would Back in the 1800's, when the 


ploneers were opening up our frontiers, tea was the 


Sunkist—tea's working partner 


(Continued from page 69) 


American national drink 


There was certainly nothing “sissified” about tea during 


: the last centur The hard-bitten. two-fisted laborers 
But we at Sunkist knew (I'm taking a liberty with the y . , ‘ 
: who built the transcontinental railroads used to knock 


we’ because I wasn’t around then) that the lemon was 
off work for ‘tea breaks” several t.mes a day. Yet some 
extremely versatile, with a multitude of food and bever ) 
, how tea gradually became identified with the socially 
age uses which only a few people knew about. It was ‘ 
elite, came out of 
obvious to us that to materially increase the demand tor 
teacup and lost its hold on the mass public 
lemons we had to discover which uses had the greatest 


potential and promote them as hard as we could 


(you drank hot lemonade when you caught cold.) 


the mug and into the fragile china 


Regardless of how and why this deplorable trend came 
" about, we at Sunkist felt for many years like a lonely 
One of the biggest potential uses turned out to bx 7? 
voice in the wilderness, crying “Drink more tea (with 
tea—especially iced tea, It might be considered unfortu 
‘ : lemon.) And until the Tea Council came along and 
nate that Sunkist’s promotion of tea with lemon started ‘ 
launched its great campaign, we were indeed a solitary 
about the time per Capita consumption of tea in America 
began its precipitous decline. It worked out well for 
Sunkist, however, because the use of lemon with tea rose 
steadily and the per capita consumption of iced tea 
(which is the biggest user of lemons) rose, too 


Voce 


We're extremely happy that the tea industry campaign 
has been such a resounding success. It ts a brilliantly 


conceived and directed effort, and we hope it continues 


for many years until tea regains its rightful place in the 

I hesitate to mention it, but it may be that in the  Amercan sun. And we also hope to continue as an 
early years Sunkist advertising even helped hasten the jctive partner in that campaign, as we have been from 
decline of hot-tea drinking in America. Our early ads it, beginning 


had a lot of snob appeal, playing up the theme “Fashion : 
ap ee ; Partnerships are becoming more important every year 
decrees lemon with tea. That phase didn't last long, 
: in the merchandising of foods and beverages. In the 
however, for we soon perceived that our future growth ‘ 
, : ‘ lemon industry were an old hand at partnerships and 
must come trom cultivating the masses 
we've learned a lot about what makes them successtul 
At any rate, it surely wasn't our short-lived high We've found that when a partnership ts soundly con 


fashion campaign that turned the American public away — ceived, its benefits extend through the channels of distri 


from tea. That was a very mysterious occurrence, and (Continued on pase 82) 
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how it makes tea visible 
(Continued from page 6B) 


that other 
tea 4S prepared with very 


The principle of their 


fe recalled that in Russia, empire of tea 
drinking people very good 
small amounts of boiling water 
tea maker, the samovar, 1s to make a small pot of highly 


concentrated tea with boiling water and then simply dilute 


mere spoonful of this concentrate with hot (not boil 
ing) water to make a cup of tea 

Couldn't we, we asked ourselves. develop a machine 
which would apply the samovar principle automatically, 
and thereby by-pass this hurdle of a steady boiling 
water supply, which is so hard to come by in our restau 
rants?” 

And then came another thought: since we have really 
two kinds of tea in this country, hot and iced tea, couldn't 


cold 


mittently, to serve either hot or iced tea depending upon 


we mix the concentrate with hot or water inter 


what the customer wanted 7 
At this point the National Restaurant Association, vital 
ly interested in a solution to this problem, took over 
Battelle Memorial 
teamaker. How this came to pass 


It commissioned — the Institute to 


develop an automat 
with constant help and inspiration from the National 
Restaurant told this 


Right now, the first 20 prototypes of the new automatic 


Association, 1s clsewhere in issue 


teamaker are being tested in a varicty of institutions 
restaurants 
These 


difficulties in’ the development and somewhere in 1957 


hospitals, cafeterias all over the country 


tests 


are desipned to reveal the last operating 


mass production of these automatic teamakers 1s going 
to begin 

Preliminary tests have assured us that the teamaker 
will be greatly welcomed by the restaurant and catering 
industry. It will provide a fine tea of standard quality, 
with even less work than the coffee urn now requires 
ft will make it as easy for the waitress to serve tea as tt 
is to serve any other beverage. It will then be only 
natural that she will not ask you anymore whether you 
want your coffee “now or later,” but instead, “Will you 
have coffee or tea?” She will have no preference for 
serving one or the other. And unless the price situation 
changes drastically, the restaurateur might even have a 
preference for selling tea rather than coffee. And above 
all, with the quality of tea now being guaranteed, those 
who like hot tea will have lost all reasons for not order- 
ing it 

In addition,the teamaker, which 1s an attractive piece 
of equipment, will stand right next to the coffee urn 
This piece of functional equipment will make it clear 
to everyone that tea and coffee are the beverages drunk 
by the American people. 

Thus, if a couple of years from now you will again 
ask your coffee-tea-quiz, you should get an answer which 
will be much closer to the true facts. And heaven 
knows, by that time the coffee ratio which is now 31, 
to | might have improved even further towards tea 

The automatic teamaker will be the first real break- 
through in the vicious circle which keeps tea invisible 
Ordering hot tea in restaurants will become as ordinary 


a habit as ordering iced tea. And once our homemakers 
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see how many people really preter tea to cottee, they 
will soon learn that the nice thing to do, when you en- 
tertain, 1s to tell your guests: “We have both tea and 


cotfee—-who wants which? 


how it was developed 


(Continued from page 60) 


duced a better product with more efficiency than any 
other method devised. 

While the machine was being tested, arrangements were 
being made by the steering committee with the Food Ma 
chinery and Chemical Corp. to make and market the tea- 
maker 

This brought to a close the research phases of the 
development and the part played by Battelle technologists 
in a very warm and friendly relationship between repre 
sentatives of two xreat industries 

We at Battelle who worked on the project regard the 
development as having great merit and believe that it 
should lead to increased sales and profit from tea through 
better quality and more efficient service in feeding es 


tablishments across the nation 


the new iced tea advertising 


(Continued from page 65) 


face.’ There are many things people like about the season 

the casual clothes, the outdoor sports, the often-pleasant 
weather. And they like iced tea because it fits the casual, 
relaxed way they live in summer 

Therefore, Dr. Dichter suggested, show iced tea as one 
of the pleasant things about a season which is often very 
pleasant 

In a sense, research—-both Dr. Dichter's and our own 

has provided us with an embarrassment of riches. We 
have a dozen themes with which to appeal to the ox 
casional drinker. According to the research, people con 
sider iced tea to be 
thirst-quenching, relaxing, non-filling, non-fattening, so 
ciable, clean-tasting, good with food, economical. 


refreshing, cooling, outstandingly 


Further, iced tea appeals to the eye (pleasing color, 
frosted), to the ear (tinkling), to the touch (cool), and 
even to the nose (tangy, lemon-y) Sipping it offers 
some of the same satisfaction which smoking provides 


And, iced tea is uniquely attuned to summer. It is one 


of the nicer things about the season 

Each of these qualities is an important part of the iced 
tea ptofile, of its individualistic appeal. Unless we in 
clude them all, we substantially reduce our impact. Yet 
how can so many things be said in 20 seconds, or eight 7 
Or on a billboard 7 

Fortunately, they are all simple qualities, easy to sug 
gest, and the occasional drinkers ave well aware of them 
They need not be argued or staged in a hard-hitting manner 

The tinkle and frost of a glass are enough to say ‘cool 
ing The tone, the pace, and the pictures can say ‘re 
freshing relaxing.’ “sociable 
and good with food 


and The situations can say 


By taking advantage of these devices, we propose to 
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HOEGH LINES 


LEIF HOEGH & CO. A/S OSLO 


REGULAR SERVICE 
from 
SINGAPORE, PORT SWETTENHAM, BELAWAN, 
PENANG, COLOMBO, MALABAR and 
WEST COAST OF INDIA, RED SEA PORTS 
to 
EAST CANADA, U. S. NORTH ATLANTIC 
and U. S. GULF PORTS 


KERR STEAMSHIP COMPANY, inc. 


General Agents 
32 PEARL STREET, NEW YORK 4, N. Y. 
Telephone: WHitehall 4-4450 


O. H. CLAPP & CO., INC. 


Tea Importers 


145 East 49th Street 


New York, N. Y. 


> 
GRATALE BROS., INC. 
> 
> > 
> 
TEA OUR SPECIALTY 
> 
Trucking — Storage — Blending 
‘ 
> > 
> 
> 681 Henderson St. Jersey City, N. J. 4 
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make people relive the whole pleasure of drinking iced 
tea, to remind them of all the reasons why they like it 
We want them to say to themselves: “That's right. Iced 
tea IS pood 

Having done that, it 1s a short and natural step to this 


“Why don't we have wed tea more often?” 

We believe this question will yet d quick head nod, will 
be instantly accepted as a good idea, 

And we propose to make it the focus of every wed tea 
commercial, In the proper context and with proper ad 
vertising weight behind it, we believe it will go a long way 
toward graduating the occasional drinker into the regular 
drinker class 

On the basis of the foregoing discussion, the following 
Copy stratepy was adopted for future iced tea advertising 
Chief Objective: Vo encourage occasional drinkers to have 
ied tea more often and to justify the 
regular drinker in his habit 
Mam Idea of Commercials: To remaind people—by tone 
and manner as well as words 
and pictures——of how much 

they like wed tea 
Key Phrase 
After deciding on the copy strategy and the idea content 


of the advertising, the next step was the production of the 


‘Why don't we have iced tea more often?” 


commercials themselves 

They depended for their effect on unstaged-looking action 
that would develop the question, “Why don't we have 
wed tea more often? as a natural part of summertime 


hiving 


They had to be relaxed, sell iced tea as a sociable com 


NEDLLOYD LINE 


Africa Service 


Fast Monthly Sailings 
From: 
East Africa, Djibouti and Port Sudan 
Via: 
Mediterranean 
To: 
Atlantic Coast Ports, New Orleans and 
Pacific Coast Ports 


Optional Bills of Lading issued for 
Atlantic Coast, Gulf and Pacific Coast Ports 


New York 
Java Pacific Line, Inc. 
25 Broadway 


San Francisco 
Transpacific Transportation Co 
351 California Street 


New Orleans 
Strachan Shipping Co 
1607 American Bank Bida 


Vancouver 
Dingwall, Cotts & Co., Ltd 
802 West Hastings Street 
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panion—not a quick pick-me-up and to avoid advertising 
tricks 

They also needed superb acting and flawless directing, 
if they were to be effective. 

To assure this effectiveness, we engaged Delbert Mann 
as supervising director. Mr. Mann has just been awarded 
an Oscar for best direction of a motion picture in 1955, 
for his work on ‘Marty.’ 

As director, we obtained Norman Felton, who has won 
three top television awards, including the Emmy for di- 
rection of television drama. 

For the cast, these men chose people highly skilled in 
acting, with broad experience on the stage and in television. 
Perhaps the major criterion was their believability as people. 
It was important that they look and sound like ordinary 
people—not like actors or models 

This new approach to iced tea advertising was also a new 
approach to television commercials. The new ones for iced 
tea are unique, the Tea Council believes 

And the same mood carries over into the new outdoor 
advertising. The key phrase, “Why don't we have iced 
tea more often?” 1s tied into scenes of relaxation and refresh- 
ment—in short, “the benign face of summer.” 

The Tea Council believes that this fresh, new approach 


will pay off in steadily increasing consumption of iced tea 


restaurants want it 


(Continued from page 53) 


brewing method. 

At the first meeting of the committee, the basic re 
quirements were outlined. To meet these requirements, 
a new automatic tea-machine would have to provide both 
hot and iced tea of excellent quality, with a capacity of 
200 cups per hour. It would provide its own source of 


boiling water, be completely automatic when charged 
with the correct amount of loose tea, and have a quick 
recovery Necessarily, such a take a 
minimum of counter space, and ‘‘sell” tea by its appear 


All of this needed to be accomplished 


machine would 
ance and position, 
at a price attractive to the restaurant field 

Preliminary investigations by the Battelle Memorial 
Institute of Columbus, Ohio, which had been chosen by 
the committee to do the research and development on 
the proposed machine, led to a decision that a machine 
rather 
strength tea, One 
vantage 1s that the concentrate can be combined with hot 


for making a tea concentrate, than regular 


would be preferable primary ad 
or cold water, in exactly proper proportions, to make hot 
or iced tea of the correct strength. The 


could be held longer without deteriorating in flavor, 


concentrate 


was easier to make, and provided increased and more con- 
tinuous output. Tea made by the concentrate method 
was of excellent quality. 

A prototype machine was built by Battelle, with a 
reservoir of the tea concentrate which was combined in 
individual serving quantities with hot or cold water by 
pressing the button This demonstrated 
in January, 1955, to a meeting of the board of directors 


of the NRA, in Atlanta, Ga. Most of the 


the board felt that the machine was successful in meeting 


proper Was 


members of 


specifications for size, Capacity, performance and tea 


quality 
(Continued on page 78) 
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The merchandising revolution, which carton manu 
facturers have spurred through the development of the 
packaging art, will continue to grow at an accelerated 
pace 

This prediction was made by Don Belding, chairman 
of the executive committee of Foote, Cone & Belding, 
an advertising agency, in his keynote address made be 
fore the recent national convention of the Folding Paper 
Box Association in San 

He foresaw some supermarkets having 6,000 items 
by 1960, as against the present top of about 5,000 


Francisco, 


“Consider what a responsibility that puts on the de 
sign and print material of your folding paper box,” 
Mr. Belding declared. “The manufacturer must pre-sell 
the item through advertising before the customer gets 
to the store, then the package must do the reminding 
job.” 

Mr. Belding credited the current marketing revolution, 
of which the folding paper box is one symbol, with 
trends which rocketed 1955 advertising volume over $9 
billion and promise to surpass $16 billion by 1965 

Mr. Belding also predicted that more attention will 
have to be paid by folding paper box and other designers 
to the clarity of design. He said that consumer loyalty 
to branded merchandise would be reduced and shifting 
of brands would be increased by growing restlessness 
and independence of the people 

Success of the consumer goods business will depend 
on the effectiveness of their pre-selling in the consumer's 
home through mass media, plus the effectiveness of their 
merchandising programs at point of sale,” Mr. Belding 
declared 

“Beware of packaging D.A.,” industrial designer 
Walter Landor told the Folding Paper Box Association's 
Food Packaging Workshop The West Coast designer 
urged the boxmakers to warn their customers of packages 


that “D.A.—Don't Answer” the needs of modern mer 
chandising 

Listing ten check points to evaluate packaging, Mr 
Landor said, “If you cannot say an unqualified ‘yes’ to 


eight of these, the package 1s not doing its part in the 
client's sales efforts 

You must ask if the present package 
customers eye ahead of competitive products; (2) con 
veys the feeling of the product it contains; (3) has maxi 


Stops the 


mum impulse sales appeal; (4) inspires confidence; (5) 


name 
(6) has a merchandise extra in design or words; (7) 15 
(8) effective 


permits quick recognition of brand and product 
easy to handle, use and store creates an 
mass display; (9) wears well; (10) has a personality 


strong enough to be remembered 
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beware packaging “D. A.”! 


Packaging 


moves produc ts oft 
SOO 


pac kaye ce Sign that 


Successtul 
the shelf, Mr 
manhours of concentrated endeavor by 
By building repeat sales, he con 


trom 200 to 


Landor said, requires 


an experienced 
team of specialists 
cluded, good pac kage design helps everyone 


er, boxmaker, retailer and consumer 


manufactur 


It the present intentions of package de signers prevail, 
shoppers will have a better tdea of what's inside the 
packages they see on retail shelves. At least, that’s the 
impression gained trom a study of the folding carton 
designs that won awards in the recent annual carton 
contest sponsored by the Folding Paper Box Association 

Visibility was the keynote of the winning entries by 
package designers, who numbered some of the foremost 
representatives of their profession They achieved tt 
through use of brilliant, multi-colored illustrations or 
various “see-through” devices 

“The versatility of 
methods of printing paperboard made possible 
striking selling packages,” said John C. Newell, Jr. 
marketing director of the Folding Paper Box Association 

“Many of these cartons conceived by the package de 
signers were planned as tie-ins with the product manu 
facturer's advertising program,” Mr, Newell continued 
item greater brand identity on retatl 


folding cartons plus improved 
these 


“or to give some 
shelves.”’ 
Mr. Newell noted that the award winners reflected 


the package designers’ awareness of the increasing need 
for packages that can sell themselves, Equally evident 
has been the greater emphasis on creative packayes that 


the point ol 


can convert buying desires, venerated at 
reading an ad, into buying action at the point of sal 
The pac kaye Sipne rs whose cartons won awards 


the FPBA Frank 


of the Package Designers Council, with cartons for Salada 


contest include pre sident 


Tea Bags 


S. R. van Gelderen dead 


S. R. van Gelderen, widely known in the spice industry 
died recently 
Mr. van Gelderen was active in the spice trade in Java 


for many years before coming to the United States, wher 
he acted as an ayent for a Java firm on the Pacific Coast 
In 1922 he joined Sino Java Handelsvereeniping, Inc 
later Sino Java Inc. and that firm 
194%. When he left to form his own brokerage firm, he 


remained with until 


was vice president 
Mr. van Gelderen was active on many American Spice 
Com 


Trade Association committees, including the contracts 


mittee In addition, he was active as an arbitrator 


Mr. van Gelderen ts survived by his wife 


. 
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restaurants want it 


(Continued from page 76) 


As might have been expected there were flaws, al 
srototype was yvenerally successful 
y 

field tests—the 


before 
Improvements were 


though the These 


next 


flaws had to be eliminated 


phase of the program could begin 
made in the manual mixing valve to improve sealing and 
simplify maintenance. Iced and hot tea buttons were 
spaced wider, and the draining of the concentrate from 
the reservoir was simplified, The reservoir itself was re 


designed to make cleaning easier, and to reduce cost 
With 
field 
The first was conducted at Kuenning 
in Columbus, Ohio, where the prototype 
installed and began operation on July 29th, 1955. In 
September, for the benefit of the committee, Mr. Kuenn 


these, and other minor “bugs” overcome, the 


testing was started 
19 ; Restaurant 


tea-maker was 


ing submitted a full report 

The test at Kuenning’s was deliberately severe. Ralph 
Kuenning kept accurate che ks on all trouble spots, sug 
vesting further changes that became evident during the 
hard service the machine was given. But as to whether 
the tea machine accomplished its fundamental purpose, 
he expressed no doubt at all 

This first field test successfully accomplished, next on 
the agenda of the steering committee was finding the 
right manufacturer, The process had actually begun 
many months before, with letters sent to major manu- 
facturers in the kitchen equipment field. Demonstrations 
of the prototype had been held for several leading firms 

One of the largest “growth” corporations in the field, 
Food Machinery and Chemical Corp., became interested 
in the making and marketing of the new tea machine, to 
be added to their own developments in the kitchen equip 
ment field 

One of the first steps was to modify and redesign 
certain aspects of the machine, before making the pre 
production models for intensive field testing prior to 
actual production Some of indicated 
by the initial tests at Kuenning’s, needed to improve the 
Others were di 


these changes, 


operating characteristics of the machine 
tated by production requirements, and by revisions in 
the sprayhead and reservoir needed to meet the strictest 
plumbing and health requirements 
Food Machinery and Chemical Corp 
pre-production machines, now being ficld-tested in care 


has produced 


fully selected eating establishments, covering a complete 
out-of-home feeding field These 
cafeterias, hotels, hospitals, variety 


cross section of the 


include restaurants 
stores and industrial feeding cafeterias 

With field tests completed, the next step will 
be actual production, scheduled for November, 1956 
Before that, members of the restaurant field will have seen 
the public debut of this new development in restaurant 


NRA in Chicago, May 


these 


equipment at the Convention 


'th-lith Before it is offered to the trade, however, the 
exhaustive field tests will have proved that the new tea 
machine fills the need for a truly modern, efficient and 
ittractive tea-making and dispensing equipment and 


prove consumer icceplance 

What will this mean to restaurants 

When, as Ralph Kuenning pointed out in his report 
to the committee, tea “shows a better profit than any 


other item of food or beverage served,’ the eventual 
financial benefit to the restaurant owner is obvious and 
enormous. 

Equally important, however, is the satisfaction of the 
tea-drinking guest, who will appreciate being able to get 
a consistently good cup or glass of his favorite beverage 

Thus, the restaurant field will benefit from the sharp 
upturn in tea drinking in America, which has not up to 
now been fully reflected in the out-of-home market, and 
gain the appreciation of its guests for its continuing con 
cern with providing the highest quality of food and 
beverages 


PCCA's uniform contract 


(Continued from page 25) 


Paul R. Simpson pointed out that already the weight 
of the even unborn association had just prevented an 
increase in freight rates from Brazil to California. J. A 
Folger, of J. A. Folger & Co., president of the Junior 
Chamber of Commerce of San 
of the San Francisco Chamber of 
Chamber of Commerce regretted the withdrawal of the 
Green Coffee Association, but welcomed the new organi 
zation. At the end, C. G. Cambron, of the C. G 
dean of the coffee brokers, livened things 


Francisco and a director 


Commerce, said the 


Cambron Co.., 
up with a series of witty remarks that brought plenty 
of laughs 

Down through the years of the quarter century since 
the founding night in 1932, the Pacific Coast Coffee 
Association has been credited with living up to and 
exceeding every expectation of its founding fathers 

It has been powerful in all actions as emergencies demand 
ed. Its arbitration committees have seen few disputes reach 
federal or superior courts, Its freight contract made the 
former vicious forms of rebating between competing steam 
ship lines things of memory only 

Through the years the association has cooperated to 
the fullest with the National Coffee Association, the 
Pan-American Coffee Bureau, and other port areas in all 
promotions to increase cotfes consumption and in other 
matters beneficial to the American coffee industry 

Strong national leadership emanated from its mem 
bership during World War II Thierbach 
headed the National Cotfee Association for the duration 
of the war. R. R. Quinlan served as chief of the cotfec 
sections of both the Foreign Economics Administration 
and the Commodity Credit Corporation And Jj. A 
Folger was in the top echelon of the War Production 


Board 


George 


Portland's coffee imports 


(Continued from page 29) 


is the last frontier of the con 
Its growth since World War Il 


micreasing 


The Pacific Northwest 
tinental United States 
has been phenomenal, and with a steadily 
population, there is no doubt that coffee consumption 


will continue to mount 


W« look 


in this area and are keenly aware of what this means to 


forward to an expanding coffee industry 


the city’s overall economy 
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mvolved m the use oat 


ftom lee 


(fast what are the cost factor 
pure vanilla? Here's a down-to-earth 
Cream Field, with that product as the example.) 


Many food processors would like to use the best in 
gredients in their products, but believe it necessary to use 
substitutes because of cost considerations. It is agreed 
that this aspect is an important one, but it is also one 
that 1s overemphasized and frequently not thoroughly ex 
amined many times at the cost of quality and sales 

Every ingredient any manufacturer uses should be con- 
sidered from several different angles before he decides 
whether or not to use it. Vanilla is no exception. On 
the contrary, in ice cream manufacturing, it deserves the 
closest examination 

Any true cost analysis of an ingredient should start 
with a look at its cost per normal unit of the finished 
With pure vanilla this 


product, not its purchase price 
For the 


means its cost per gallon of finished ice cream 
record, here is a chart which shows what it actually costs 
an ice cream maker to flavor his product with the various 
grades of single and double strength pure vanilla extract 
today 

When the true price ot a product has been thoroughly 
established, the next factor in the analysis should be the 


examination ot performance 


What does pure vanilla do for ice cream? First, of 
ourse, it adds a pleasant flavor of its own-—a rich, satis 
fying flavor that has made vanilla the top choice in ice 
reams ever since this frozen dessert was invented Thi 


s the obvious side of pure vanilla performance 


Another, and less often recognized, value of the pure 


vanilla is its ability to enhance the natural flavors of the 


other ingredients in the ice cream. This is unique with 


Havor of the natural vanilla bean ts 


the pure extract. The 


essentially mild and fine It does not assert. but act 


rather as a background flavor It forms a marriage with 


the rich, delicious flavors of eggs and dairy products 
the cream 

Phis catalytic and enhancing characteristic of the pure 
vanilla should be carefully considered by any ice cream 
manufacturer who takes pride in the good, fresh, dairy 
foods he uses in his product. In using the pure extract 
he wall bring out the complete richness of his product not 
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a realistic look at the cost of pure vanilla 


By WILLIS S. STEINITZ, American Home Food Laboratories, Inc. 


FLAVOR COST, IN CENTS PER GALLON. OF 
FINISHED ICE CREAM, USING STANDARD 
PURE VANILLA EXTRACT AT VARYING 
COSTS AND LEVELS 


Cost of Standard Pure 


Vanilla Extract Per Gal. $8.00 9.00 10.00 11.00 

Ozs. of Extract 

Used per 10 Gals. 

Finished Ice Cream: 
4 2.5¢ 2.8 $.1 4.4 
4.5 2.8 3.9 
5 3.1 3.5 3.9 4.3 
3.4 3.8 4.3 4.7 
6 ms 4.2 4.7 5.2 
6.5 4.0 4.6 5.6 


FLAVOR COST, IN CENTS PER GALLON, OF 
FINISHED ICE CREAM, USING DOUBLE 
STRENGTH PURE VANILLA EXTRACT 

(26.7 oz. bean/gal.) AT VARYING 
COSTS AND LEVELS 


$12.00 13.00 14.00 15.00 
Ozs. of Extract 
Used per 10 Gals. 
Finished Ice Cream: 
2 1.9¢ 20 y 2.4 
2'2 2.4 2,5 2.4 
28 30 3.3 3.5 
4.3 3.5 3.9 4.0 
merely a strong vanilla flavors In this vein, the true 
extract becomes sensible kcompaniment tor the other 
quality ingredient 

This brings us to the ion How 
q tality in vanilla ice cream today? In alalyzinyg cost 

worth paying a hivher ingredient price to produce A 
higher quality product / 

Everywhere one reads today i sory 1s being 
told by manufacturer It imply that America ts more 
quality conscious today than ever before in it history 

A tew years apo the consumer asked only, What ts the 
price 4 Poday he first looks at quality and then at the 
price new buying ychology i* extremely im” 
portant to the food field where repeat sales are the Ife 
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blood With an extra dollar in his pocket, the con 
sumer today is willing to pay a few cents more for a 
product he recognizes as being © quality If he likes it, 
he will keep coming back despite the higher price 

Ihe success stories of food manufacturers who have 
upgraded their products in recent years are legion and 
Rrowing every day This same factor is behind the ac 
ceptance and success of the so-called convenicnce foods 
The extra processing of frozen and pre-packaged products 
costs the consumer more, but today he has the money and 
inclination to pay for it 

All signs point to one answer tor the question, “Will 
it pay to produce a high-quality vanilla swe cream?” If 
it 15 promoted and merchandised properly, the answer |s, 
Most definitely yes!” Like any product today, a good 
vanilla ice cream must be properly presented to the public 
However, if this 1s done through good advertising, alert 
promotion and merchandising, it will sell just as all other 
quality items are selling today, even if it is priced slightly 
higher 

There is another important consideration here from 
the standpoint of cost analysis. It 1s that increased sales 
reduce unit costs, so that even if the manufacturer ab 
sorbs some of the extra cost of pure vanilla himselt 
the resulting high quality product will be to his ad 
vantage in the long run. If he can build a greater sales 
volume by introducing a new “premium” grade of vanilla, 
the increased cost of his pure vanilla flavoring will be 
more than offset. By building better quality into his 
product, he will be building business volume and _ finally 
increasing profits 

In summary, there is much more to the question, 
Which vanilla should an ice cream manufacturer 
buy?” than ts evident on the price tags of vanilla bottles 
Pure vanilla is a premium priced ingredient, but it also 
adds more to the ice cream than a strong vanilla flavor 
It underlines and emphasizes the other good things in 
the product, making the ice cream’s overall quality stand 
out 

In this quality conscious age, there is a large market for 
a better product Consumers are willing to pay more for 
superior goods. When these factors are included in the 
cost analysis, pure vanilla extract becomes an ingredient 


which 1s not expensive at its price 


VANILLA BEANS| 


Our 100th Anniversary 


THURSTON & BRAIDICH. 


286 Spring St. New York, N.Y. | 


publicity for iced tea 


(Continued from page 71) 


Simultaneous with the TV publicity program, newspapers 
in metropolitan cities and suburban areas will be supplied 
with a variety of exciting food photographs, recipes, and 
story ideas to intensify the force of the advertising campaign 
which will identify tea as a “fun and pleasure’ drink. Pub 
licity stories have been carefully planned to fit in with the 
everyday needs of the average woman to plan meals, party 
menus, picnic ideas, graduation entertaining, et 

As a special publicity feature, four four-color photo- 
graphs featuring iced tea with summer meals, as well as 
iced tea as a base for a variety of punches, have been placed 
with approximately 150 metropolitan city newspapers which 
use color in their Sunday supplements or daily press 

Thirteen daily newspaper syndicates and four syndicated 
Sunday supplement magazine sections have scheduled many 
of the Tea Council publicity photos, releases and tea recipes 
assuring a wide geographic readership in villages, towns, 
suburban and urban areas, 

Individual and exclusive iced tea story features are in 
progress and outstanding summer coverage 1s anticipated mn 
such publications as Ladies Home Journal, Woman's Home 
Companion and other leading magazines 

State farm publications were contacted for story place- 
ments early in the spring and attractive feature materials 
plus the new iced tea recipe were made available. Ac- 
ceptance replies from practically every state indicate the 
enthusiasm and interest in iced tea as America’s most popu- 
lar “fun and pleasure’ beverage 

Activities will continue on projects that gain coverage 
in news and sports pages, where tea gains prominence in 
areas in which food seldom receives space. A_ series of 
monthly awards will be continued to sports and news 
photographers, for the best pictures incorporating iced 
tea in its role as a beverage relecting summer pleasure 
“Miss Iced Tea of 1956" will be selected, with attendant 
news and television coverage 

In all of this, the public relations and publicity will 
keep prominent the basic themes that are part of all the 
Tea Council's efforts. Coordinated as part of the overall 
campaign, they will keep iced tea firmly positioned as the 
American summertime drink, and serve to remind them to 


have iced tea more often.’ 


DAMMANN & CO., INC. 
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spice trends in India 


By DR. P. ABRAHAM, Officer on Special Duty (Spices 


Indian Council of Agricu 


Spices are among the outstanding money crops of 
India today. Pepper, cardamom, ginger and turmeric arc 
the most important spices ot India Cloves, nutmeg 


vanilla and cinnamon are of minor importance at present 
but of promise in the future, if properly developed 

The produc tion centers of 
pepper, cardamom, — ginger, 
cinnamon and turmeric are 
in South India 

Pepper 

Southwest India ts, in 
fact, the original home of 
pepper, and the world’s 
supply of pepper used to 
come trom here. Until the 
Dutch brought organized 
pepper cultivation on a 


plantation scale into being 
in Java in the seventeenth 
and eighteenth centuries, South India produced up to 
90% of the world’s supply. 

In the latter part of the nineteenth century, pepper 
production became so thoroughly established in the Ma 
layan Archipelago that supremacy in pepper industry 
shifted to that part of the world, which produced roughly 
96% of the world’s output of pepper, depriving India 
of its place in this respect 

The second World War and the Japanese invasion of 
Indonesia and Malaya brought a setback to pepper pro 
duction in these regions, and the pendulum of pepper 
again swung in favor of India The unprecedented 
boom in India in the price of pepper during the 
last decade was the direct result of this turn of events 

Indonesia, it 1s reported, has again brought back her 
pepper production to the prewar level 

India is anxious to organize her pepper industry on 
sound scientific basis, and is taking active steps in this 
direction so as to successfully compete with other pepper 
producing countries, As Indian pepper tops the list in 
quality, organized production and trade should be able 
to maintain the present pepper trade of India at a rea 
sonably satisfactory level 

Growing pepper of high quality and productivity along 
with a reduction in the cost of its production should 
enable India to achieve this object before long 

Cardamom 

Nearly 90% of the world’s supply of cardamom 
comes from Southwest India. As demand for this valu 
able spice is almost equal to its supply at the present 
time, the price is on a satisfactory level, and favorable 
to the producers 

Attempts are being mode to rehabilitate old planta 
trons and improve the quality of the S} ice by selection 
of high quality plants resistant to diseases and pests 


as well as by improving cultural and manurial practices 
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tural Research 


Ginger 
n India is at a favorable level at 


The price of ginger 
the present time. By scientific selection of high yielding 
and high quality ginger of both fibrous and nontibrous 
varieties, India will be able to export very high quality 
ginger in much larger quantities than at) present 

Ginger can be grown under widely different climate 
conditions, and its cultivation can, therefore, be extended 
to various parts of this country 

Turmeric 

Although turmeric growing ts limited to certain parts 
of India, there is scope for the improvement of tts 
quality and the expansion of its cultivation on a sound 
scientific basis. Vhis should enable India not only to 
meet internal demand for this spice, but also to export it 


on a much higher scale than at present 


Other spices 
Cloves, nutmeg, vanilla and cinnamon, our minor 
spices, can also be developed considerably Attempts 
are afoot to improve the production and uses of these 


spices in India. It will also be possible in the jong run 


to export them in larger quantities 

The spices of India, being essentially homestead gar 
den crops, have assumed very great importance in the 
economy of the spice growing areas, as in India as a 
whole. The government of India ts, therefore, planning 
agricultural research on these crops, and organized et 
forts are being made to improve the production and mat 
keting of these spices 

The United States of America and the United King 
dom are the chief buyers of India’s spices 

It is very important that India should be able to main 
tain the prices of her spices at a satisfactory level, con 
sistent with her economy, For this purpose, she ts taking 
active steps to promot the export of her spices to as 
many countries of the world as possible, and to improve 
and maintain the quality of her exports 

Efforts are also being made to increase internal con 
sumption of the spices in India by the people generally 
as well as by various industries 

The fact 1s that India expects reasonable prices for her 


spi cs 


India to study recommendation 


for Cochin pepper futures market 


The government of India has accepted the recommen 
dation of the Forward Markets Commission to prant recog 
nition for a period of three years to an association which 
may be constituted at Cochin, for conducting futures trading 
In pepper 

Cochin seems to have been chosen because of its pre 
eminent position in the pepper trade both as an export 


center and as a center nearest to the pepper produc ing areas 


| 


! 
ae 
= 


Sunkist-tea's working partner 


(Continued from page 73) 


bution to the retailer himself. so that he profits too, and 


is enthusiastic about the tre uj} 


articipation in the partnersh'p 1s es 
in he 


The retailer's 


must be offered a strong 


sential, and to pet hin 
incentive, This year's three-way partnership linking the 
Fea Council, Domino Sugar and Sunkist Lemons ts not 
only a pood one for the three products, but it's a won 
derful 
Not only is this tie-up backed by strong existing con 
but its volume and profit potential are 


promotion for the fourth partner—the retailer 


sumer demand 
extremely high 

In selling this promotion to the retailer it is im 
portant to be sure he realizes (1) how many of his 
customers drink iced tea, (2) how many iced-tea drinkers 
use lemon and supar, (3) how much profit there 1s In a 


combined sale of all three items, (4) how much custo 
mer interest and excitement can be stirred up with con 
bination displays, and (5) how much total advertising 
1s being brought to he ar oon his customers by 


On all five counts this summer's 


pressure 
the three 
promotion scores very high 

To be fully effective 
novelty 
Tea and sugar should be displayed 


campaigns 


4 three-way tie-up like this one 
should exploit the value of joint displays at 
several store locations 
with lemons in the produce department. Shopping 
carts with lemons and sugar should be placed in the aisle 
in front of the tea section. And tea and lemons should 
be displayed in the sugar section 

In addition to these related-item displays in the three 
sections, there should be an “excitement’’-type mass dis 
play of all three items in the store's hottest traffic lo 
cation—-preferably near the entrance. This type of all 
out promotion naturally calls for a masthead in the re 
tailer’s ad, posters in his window—-the works 


Why should the retailer go “all out” on this tie-up? 
Well, in the first place he arouses excitement, which in 
trathy customers 
In the second place, he’s using a 
to help him 


creases store Interested, enthusiasts 


buy more ‘selling 


idea wed tea with lemon and 


ring up three profitable sales on his cash register instead 


Sugar 


of one, Every additional customer the promotion brings 


in, and every combined sale the retailer rings up, add 


substantially to his total dollar volume and profit 


That's basically why these tie-ups work. In order to 
be successful they must combine three incentives for the 
retailer—traffic, dollar profit—and the con- 
sumer demand must be already in existence, built up and 
maintained by advertising. 

Successful democracies are built on the principle of 
enlightened self-interest’. So are successful business 
enterprises. The Tea Council and Sunkist Growers are 
both superb examples of what enlightened self-interest 
This summer's partnership promotion 
Is Carry- 


volume, 


can accomplish, 
linking tea, sugar, lemons and the retail grocer 
ing enlightened self-interest to its ultimate climax 
a reward for each partner, All it takes now is some hard 


work by us all 


new horizons for iced tea 


(Continued from page 72) 


battles’; it helps us to the “/:ghiness” of mind we need 
is we enter the world of leisure 

Drinking it can be compared with “laying down a heavy 
burden’: 

“There's a certain amount of 
volved. You look forward to the pleasant reliet 
that it will bring—the feeling of relief, of /ighr 
ness. It's a combination of the physical and the 
mental, two reactions. Like laying down a heavy 
burden, Vd say, When I think about a drink, I think 
about the condensation on the outside of the glass; 
I enjoy the tinkle of ice in the glass; I always think 
of quenching thirst as being in the shade under a 


antic Ipation in 


tree. 

It must be noted, however, that this particular relaxation 
of iced tea is not boredom or sleepiness. It does not mean 
escape from the world but, to the contrary, fun 
our tests, 789 of our respondents voiced the fecling that 
one drinks iced tea for pleasure, and only 8% _ believed 


that one does so only for a practical purpose 


In one ot 


By now it will be clearly evident to the reader that the 
various facets of the profile of the iced tea betrayed a re 
markable unity as they emerged from our study. Our key 
finding, that iced tea is the only psychological thirst 
quencher, was in fact only reinforced and pointed up by 
the further findings indicating iced tea’s sociability and its 
great value as a guide to leisure and enjoyment of life 

Altogether, every section of our work pointed to a dra 
matic final conclusion: that sced tea has an important and 
valuable mission to perform in contemporary American life 

We have no doubt that spelling out that mission through 
imaginative promotion and advertising will open up in 


creasingly vast markets for iced tea 


Established 1885 


B. C. IRELAND, INC. 


AGENTS AND BROKERS IN 


SPICES SEEDS TEAS COFFEES 


225 Front Street San Francisco, Calif. 


- 
; 

be 

| & TRIEST CO. 
g9 COFFEE & TEA INDUSTRIES and he Flavor Field 


able 


a mpany for 33 years, and ts 
bd e use his long experience { wood ad 
ant PANCLSCO amp ings vantage in the very hectic coffee mar 
ket of today 
es rhe H nig ¢ oopet Co.. San Fran 
cisco has been appointed to handle 
By MARK M. HALL bags in 1950) and 2,069,655 1n offee advertising for S & bine 
1955 Foods. ( Big campaign plat are 
@ 8 The market has been dull, but While these latter figures show a in the making 
tor the last few days and at the time vain, it is not in proportion to popula eet. A. Folger & Co. has signed a 
of this writing, there is evidence ot tion gains in the area three-show Columbia Broadeasti 
nibbling by roasters, with a general 8 @e@itlhe Freed, Teller & Freed ¢ System contract with a tr i rad 
strengthening of both Brazils and © has merged its interests with those ot personalities Heard for Folger's In 
lombians Phe men along Front and the Geo, W. Caswell Co These com stant Coffee over 12 stations in Cah 
Cahtornia Streets wonder what it panies are two of the oldest firms in forma and 15° stations m= tou thre 
means—another rise? Or will it dissi 
pate as some think it should, in view Mayor George C. Christo 
of a 38,500,000 production in 1955-567 pher of San Francisco pro 


The most confounding situation to 
some of the fast-thinking traders in 
the business is the spread of over 15¢ 
depending on the position, between 
Colombians and Santos 4's In more 
normal days (that word is about obso 


lete) there would be some simultaneous 
buying and selling for a sure profit, 
but not today, at least on a discernible 


scale 


about out of the market 


claims Coffee Day in rec- 
ognition of product's im 
portance to Golden Gate 


City. From left: Octavio 
Restrepo, Colombia's vice 
consul; Victor Carvallo, 


Brazil's deputy consul; 
the mayor; Ernest L. Shaw, 
PCCA president; Edmund 
Gonzalez, Mexico's consul 
general; Luis Posada, Co- 
lombia's consul general 


Centrals are 
and roasters have to depend on good 

offees from Colombia and Brazil, and San Francisco catering to the restau states are Max Roby, newscaster 
there does not seem to be too much rant and institution trade, the former Harry Babbit, of the “Second Cup ot 
of these grades. Centrals are being having been in the business since 1911 Coffee” program; and Ruth Ashton of 
delivered here at 7¢ or 8¢ over spot re ind the latter since 1884 All roasting Women's News Week 
placement prices. The differential for will be done at the Caswell plant It one of the heaviest advertising 
Brazils is from 2¢ to 3¢ ‘This is mute Harry Daugherty will be connected chedules to date for kolger’ Instant 
evidence of the recent high level earhet with the merged companies in a super Cotter 
in the year capacity, but will retain for him 
According to self the retail coffee and tea store on 

Polk Street lies, Presiden the Pas cul 

Hooper, Pacific Coast consumption of f San Francisco, participate 
coffee is not keeping pace with the in ss bedgar J. Malmgren, of Caswell in the program given by the ety t 
crease im population with lis wite, have heen traveling m celebrate Coffec Day | west 

Pacific Coast states have increased Europe for the last three months. First peaker wa Juan Bautista Carrion 
about 19% in) population since 1950 they made a trip via steamer to the sul eneral of the. Dominican Re 
But consumption of coffee in the three Mediterranean ports and places of in public The reeeption and luneli 
ears 1950, 1951 1952 was 19,660,855 terest Phen they rented a cat bi was held in the Gold R Wt ! the 
bays, while the total for 1955, 1954, Rome and traveled through | uUrope Fairmont Hotel Consul f coffee pr 
1955 was 19,219,768 Bae. < Ramse eems happy in ducing countries were present, as we 

Los Angeles in 1950 consumed, per having obtaimed a steady job with Ca as member f the World Trade A 
capita, 9.09 pounds of coffees In 1955 well’s At three score and ten men ciation f the ( imiber f Con 
the per capita consumption was 8.42 don't get fired In some cases the merce and the Pacifie Coast Coffee A 
pounds migh be retired, but Ramsey claim sociation Carron urged the torn 

San Francisco imports totaled 2,047 semority He has only been with the (Continued pas ) 


E. A. JOHNSON & CO. 


COFFEE IMPORTERS AND AGENTS 


COLOMBIANS « 
166 California Street 


BRAZILS 


San Francisco |1, Calif. 


CENTRAL AMERICANS | 


JOSEPH G. HOOPER JR., CO. 
203 California St. San Francisco | 
MILDS — BRAZILS 


GEO. W. REED & CO., INC. | 


GREEN COFFEE 


210 California St., San Francisco I1, Calif. 
Cable: "“REEDCAFE" (Member P.C.C.A.) 


WELDON H. EMIGH CO., INC. 


BRAZILS — MILDS 
150 California St., San Francisco || 


Learning the technique of coffee roasting is 
easy with a copy of The Coffee Man's Manual 
$2.50 


Mitt 
New York 


DEPARTMEN? 
5, New York 


W rite THe Spici 


to 


106 Water Street 


ge 
of 

A 

: 
| 
| 


S. F. Pellas, Inc. and H. L. C. Bendiks, 
Inc 

Heading up the firm's operations ts 
George Sirota, president, and Norman L 


Sirota, his son, who is vice president 


8 6 Coffee and its place in the Ameri National Coffee 


ca's, North and South, moved to the fore recent trip to Brazil 


front on the New York scene last month took part in a que 


during Coffee Da April ith sion 
The Port of New York paid tribute te 


its most valuable general cargo import at 60 Beaver 


item by flying iwnal flags from headquarters at 

lips, piers and harbor craft Torhen 

Coffee Day was officially observed by 
a flav-raising m front of Pier A, North Coffee ‘ 
Kiver Vincent A. G. O'Connor, Com Mr Nielsen 
missioner of Marine and Aviation, and 
Huyo Gouthier, consul general of Brazil, 

he was associated 


participated 
Mr. O'Connor hoisted a set of six in 


Before that 
Hard & Rand, 


ternational code flags to the top of a de 


partmental flagpole The flags spelled 
out “coffee.” 
On behalf of the 14) coffee-producing and agents located 


countries of Latin America, Mr. Gouth 
ier presented to Mr. O'Connor a mini about June Ist 
ature bag of green coffes 

luring the festivities it was pointed 
out that 49% of all coffee imported into 
the United States comes through — the that one roof 
Port of New York 

The total dollar value of these im 
ports flowing through the Port of New 
York during 1955 was $668,481,000 
@ 8 Alvin S. Cahn, one of the real old York 
timers on Front Street, died on May Ist nas? 
at the age of 85 


recently 


ocjation, report on his 


on and answer ses 


@ Anderson, Clayton & Co., formerly 


Inc., as vice president 

heen vice president 
of Carl Borchsenius Co., Inc., with whom 
nine years 

was connected with 
in this country and 


se Bickford & Co., coffee brokers 


Wall, on the 26th floor 


Se At 88 Front Street, Machado & Co 
will be consolidating all its offices under 
main office of the 
company, now at 
be moved to the Front Street building 


8 8 William Block, of C. L. MeCor 
mick & Co. Inc., Chicago, was in New after a siege of illness 
visit the trade He 


made his headquarters at Machado & 


Coffee futures are handled throug 
Sirota & Co.. an affiliate organization, 
members of the New York Coffee & 


After the talk, he Sugar Exchange 


Keep those golf clubs swinging! 
The 1956 golf tournament for the coffee 
trade in this area is not too far off. This 


are now in new year it’s at the Sleepy Hollow Country 


Wail Club, Searborough, N. Y The date 


widely known in 
is jommg Bunge 


Thursday, June 14th 


8 Transportation problems on coffee 
from British East Africa were discussed 
at a meeting at the offices of the New 
York City Green Coffee Association. Rep 
resentatives of 22 member firms and four 
steamship lines were on hand 

One of the main points for discussion 
was inadequate schedule information. The 
steamship lines agreed to specify mem 


: for the past seven bers of their staffs who would be re 
years at 88 Front Street, will be moving 


sponsible for the latest possible data on 
new address—120 vessels 


@ 8 Up for membership in the New York 
Green Coffee Association is Monitz, Wal 
lack & Colodney, 99 Wall Street, brokers 
in coffee, sugar and cocoa 


sroad Street, will 
@ ® His many friends in the trade are 


vlad to see William (Bill) Felton, of 
Henry P. Thomson, Inc., back in harness 
Sill was helped 
in his recuperation by a spell in Florida 


8 8 The New York Times, via food re 


Co 
Active on the Street until the day be porter lune Owen, discovered Simpson 
fore he passed away, Mr. Cahn wa 8 8 Recently elected to membership in & Vail last month 
treasurer of Leon Israel & Bros., Inc the New York City Green Coffee Asso “One of the strangest places in town 


Born in Cineimnati, Ohio, on June 25th, 
1871, Mr. Cahn started with Leon Israel 
& Bros. on April 15th, 1913. He became 


treasurer in 1039 on Brazilian and Colombian coffees, the 


From 1915 to 1917 he was in Brazil for 
the company late last year 
Mr Cahn is survived by his wife, a 
daughter and a grandson 
Last month's meeting of the New oil 
York Coffee Roasters Association heard 
John EF. MeKiernan, president of the 


In charge of 


ciation was the George Sirota Commodity 
Corp, 2 Broadway 


Importers and dealers, with emphasis 


company has been active in this field since 
firm handles other its coffees and teas, but also “white 
commodities, specializing in all edible oils, 
particularly cottonseed oil and soy bean 


coffee department is 


lan Scott-King, who was formerly with 


to buy tea is not a store at all but a 
downtown office just off busy Wall 
Street,” Miss Owen declared in an article 
on the food page 

Mentioned were not only the office and 


haired Lester Vail, who still speaks with 
the Vermont twang of his native state.” 

Mr. Vail is president of The Tea Club, 
informal organization of members of the 
tea industry in the metropolitan area 


UFININDO 
INTERNATIONAL 
CORPORATION 


(Union Financiere D'Extreme Orient) 
82 Beaver St. New York 5, N. Y. 


Importers and Agents of 
all African Coffees 


Cable Address: UFINCAFE 


Wm. Hosmer Bennett & Son 


Coffee Agents and Brokers 
NEW YORK, 5 


100 Front St. 
"Laticlave” 


REAMER, TURNER & CO. 
COFFEE 
Brokers and Import Agents 


sr 


S. A. GLASBERG CO. 

ABYSSINIANS — ANGOLAS — BELGIAN CONGOS 
IVORY COAST —- MADAGASCARS — UGANDAS 
Cables: Cafruki, New York 


| 67 Wall Street New York 5, N. Y. 


| Reaud-Geck Corporation 
 Mexiean—Santo Domingo— Ecuador 
Guatemalan— Venezuelan 
Cuban— Africa 
Coffees 


| 59 PEARL STREET NEW YORK | 
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COFFEE & TEA INDUSTRIES and The Flavor F 
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| 
4 


BALZACBRO 


Shortest Route from Growers 


| 
| 
L Balzac Bros. & Company, Inc. 


Get your COR 


One Jones Lane 


“Edward P. McCauley & Co. 


COFFEE 


New York 5, N. Y. 


Cable Address: CAULCAFE 


GEORGE BOTT & 


COFFEE BROKERS AND AGENTS 


90-96 Wall St., New York, Tel. BOwling Green 9-1497 | 
Agents for 


SOC. RIO PRETO DE CAFE, LTDA. 
SANTOS — PARANAGUA 
ABREU FILHOS EXP. E IMP. S.A. 


| RIO DE JANEIRO 


“JAMES W. PHYFE & INC 


Coffee Brokers and Agents 


Representing leading shippers of 
Africans—Ethiopians—Belgian Congos 


98 Front St., New York 5, N. Y. 
Cable Address: Phyfe, N. Y. 


WALTER B. CARSWELL 


104 FRONT STREET, NEW YORK 5 


Green Coffees 


Tel. HAnover 2-1566 


A. L. Ransonorr Co., INc. 
Coffee 


NEW YORK 


"RANWILLIG” 108 Front Steet 


INDUSSA CORPORATION 
| GREEN COFFEES 


| Agents for 
| CAFE KIVU (Arabicas) 
| CAFE CONGO (Robustas) 


| 511 Fifth Avenue Cable Address: 
New York INDUSSACOM 


CHARLES F. SLOvER & Co., INC. 


Coffee 


NEW YORK 


TEL.: WHITEHALL 4-8182 109 FRONT STREET 


H. LEE COMPANY 


COFFEE 


COMMISSION BROKERAGE 


NEW YORK 


MEMBERS NEW YORK COFFEE & SUGAR EXCHANGE INC 


Cable Address 
“WILEECOM 


101 FRONT ST. 


WESSEL,DUVAL & 
Catablished 1825 


EXPORT IMPORT 


~ 

Cotfee and Cocoa 
CABLE 

HEMENWAY NEW vo 


67 BROAD STREET, NEW YORK 4,.N ¥Y. 
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J Abele and Edward Rosen, Le 
CQ) Israel & Bros., Ine Also attending 
CU Pr eans oles were Ralph Richards, Otis, McAllister; 
C. J. Lafaye, W. D. Roussel & Co.; 
J. W. Gehrkin, R. E. Schanzer, Inc 
A. J. Schaaf, Stewart, Carnal & Co., 
: Ltd.; Hugh Mitchell, Westfeldt Bro 
By W. McKENNON New Orleans: secretary and treasurer, thers; Ed Gernon, F. D. Wilcox, Inc 
Jack Dinos, Mocha Coffee Co., Atlanta L. W. Seemann, Delta Line; Albert 
8 Coffee Day was well publicized Members attending included: George Breaux, BH. tendiks, Inc., 
here on April 11th Phe Pan-Ameri Dodge, American Coffee Co Inc., Phil G. Ricks and Adolf C. Ricks, 
can Coffee Bureau's film on coffee New Orleans: Marvin Bubis, American A. C. Ricks & Co.; Frank B. Johnston; 
production was run on WJMR-TY Tea & Coffee Co., Inc., Nashville; J C. F. Hull and Jack Parker, Henry 
Vera Massey opened her Home Show Linwood Antrim, Jr, C. W. Antrim P. Thomson, Inc., New York City 
by drinking a cup of coffee and men & Sons, Inc., Richmond; William E 
ing Coffee Day. Mayor's Smith, Batterton Coffee Co., Birming 
amation Was presented to a group ol Martin 
coffee people, photographs of which Co. Jacksonville: Robert Folse ana California 
appeared in the local papers Charles A, Nehlig, Blue Plate Foods, By VICTOR J. CAIN 
8 @ Funeral services for George Fk Inc.; Richard Hutehing, Stephens, Inc., ‘ 
Flettrich, 67, president of Merchants Miami; F. J. Heath, Bowers Brothers, #8 A. P. (Andy) Smith, manager of 
Coffee Co., were held here recently Ine., Richmond; H. Norman Saurage, the Los Angeles office of Moore-Mc- 
Mr. Flettrich had been with the com Jr, Community Coffee Co., Baton Cormack Lines, has announced the ar- 
pany since 1901, when he joined the Rouge; Overton Dickinson, Fleetwood rival from Rio de Janeiro of Mr. and 
firm at the awe of 12 Coffee Co., Chattanooga; John R Pep Mrs. K, C Tripp, aboard the Mormac 
He was a native of New Orleans per, Goyer Coffee Co., Memphis gulf. Casey, as he is known to his host 
and served on the board of directors Also on hand were C. B. Goodson, of friends, was formerly general manager 
of the Dryades Savings and loan As Goodson Coffee Co., Jackson; R. J on the Pacific Coast for Mormac, and is 
sociation for the past 40° years fates Smith, Interstate Coffee Co., now vice president in charge of South 
He is survived by one son, Albert Augusta; Louis Miller, Natchez; A. L. America. Many people were on hand to 
J. Mlettrich, and two grandsons, Robert Jaudon, Jaudon Coffee Co., Tampa; greet him, for his all too short a vacation 
e and Albert J. Flettrich Jr David A. Katan, Lake Breeze Coffee here on the Coast 
‘ rO% ’ ‘ kins, Lamb & Watkins Coffee Co.. Inc., McAllister, was recently in Los Angeles 
As Lebanon, Tenn.; John E. Dinos, Mocha for a few days to call on the coffee trade 
Councilman of the First Evangelical ss W B. (Beck) Rowe, of Bunge Cof- 
Rouge; James J. Meyers, Oulliber Cot several days in Los Angeles calling on 
Carnival organizations fan Co. Ine New Orleans 
’ coffee roasters 
©). Jewell retired recently as 
head of the World Trade Develop In addition, those at the meeting se John EK. Mack, of the E B. Acker- 
ment Department of the International included _W Palmour, Palmour man Inc recently left 
Manns Shou: Coffee Co. ¢ ollege Park, Georgia; tended trip which will include inspection 
of the International Trade Mart, will Fred C. Fagot, Pan-Gul Distributors, of his plantation in Guatemala, 
assume Mr. Jewel's duties, in addition New Orleans; J Roy Davis, 5. & D @ @ Otis McAllister has announced 
Coffee Co,, Concord, N.C; J. D. Ander that Don Harvey, formerly of R. ¢ 
son, Southland Coffee Co., Atlanta; Wilhelm & Co., Inc.. New York City, 
House, Mr. Jewell received a_ silver Alton J serlchaux, Trico Coffee Co., was being transferred to their Los 
tray from the World Trade Develop Ine » New Orleans; ( harles V. Dorsa, Angeles office. Mr. Harvey will assist 
ment Committee upon his retirement Felix J. Vaccaro & Co.. New Orleans; Walter Dunn, who is now doing a fine, 
R. F. Witsell, Witsell Bros.-Dean Lilly 
ee The first mail for West Africa Co Memphis; W. B. Willson and 
to be routed through the Port of New Frank R. Yarborough, Nueces Coffee 
Orleans was shipped through here re Co., Corpus Christi; Eugene Pavitt, 
cently aboard the Del Alba, one ot "Penis pee Bar & Paper Corp., Phila 
the Delta Line ships. delphia; J. R. Pistorius, R. S. Ober @ @® Clarence Hennessey, of Naumann, 
8 @ Myron S. Smith, formerly with and W. M. Hudson. Arkell & Smiths, Gepp, S.A., recently arrived in’ Los 


Standard Brands office here, has join New York City: F. John Dreyfous and Angeles from Santos via Pan American 
ed Overseas Trading, Inc Ed J. Ganucheau, J. Aron & Co., Inc., \irways. Mr. Hennessey is expected 
’ to remain here for a short vacation and 


8@ eilhe Southern Coffee Roasters New Orleans; T. Webster Marks, Carl 

Association met here recently They Borchsenius Co., Ine.: Albert Barrien- will visit his two sons in San Jose, 

were addressed by Fugene G. Laugh tos, Jr, The Brazil Sales Agency; as well as his brother, who resides in 

ery, president of the Coffee Brewing Kent Satterlee, Bright & Co.; Thomas North Hollywood. 

Institute, bane S. Buckley, Jr., Buckley and Forstall; ® 8 Moore-McCormack Lines has an- 
Officers elected for the coming year J. Bo Williams and J. L. Patterson, nounced a change of executives in their 

are: President, Marvin Bubis, Ameri Jabez Burns & Sons, Inc., New York Brazil organization. Jack O'Donnell, 

can Tea and Coffee Co., Inec.. Nash City; D J McKay, Continental Can formerly assistant manager ot their 

I Co.; John Dupuy, Jr., Dupuy Storage Santos office, has been assigned as 

Janeiro office, 


to lis own, until the end of the year 
ne of the founders of International 


capable job 

eew. J. (Bill) Morton” recently 
made a trip to San Francisco to call on 
the trade 


ville; first viee president, William 
Smith, Batterton Coffee Co., Birming and Forwarding Co.; George Harri manager of the Rio de 
ham; second vice president. J. W son, Harrison Coffee Corp., New York while Westy Leth, formerly manager 
Reily, Jr, Wm. B. Reily & Co., Ine... Citv; Max Zander, L. J. Castaign, R of the Santos office, has been made 


| C. H. D'ANTONIO & CO. 
Equipment to sell? 
Coft 
Let the classified column of COFFEE BROKERS eas AGENTS 
AND TEA INDUSTRIES help you. 203 Board of Trade Annex, New Orleans, La. 


Equipment to buy? 


COFFEE & TEA INDUSTRIES an 


86 The Flavor Field 


Managing director of all Brazil for 


the company 


@ Herman Landon, assistant to 
Charles Nonemacher, manager of the 
Jewel Tea Co., Inc, Los Angeles, has 
recently been transterred back to the 
home office in Melrose Park, III Her- 
man is assigned to the home office, 
but he will be travelling around the 
Fast Coast setting up distribution 


St. Louis 
By LEE H. NOLTE 


@ Roy Ruyle, vice president of the 
Star Coffee Co. and new president of the 
St Louis Coffee Club, arranged a 
luncheon in honor of John MeKiernan, 
president of the National Coffee Associ 


The party was given in the Zodiac 
Room of the Chase Hotel, and was a 
lige success in every respect Mr Me 
Kiernan brought us a very fine message 
from Brazil and was most inspiring 

The attendance was very good, and | 
am sure everyone returned to his office 
much richer in knowledge by having 
heard Mr. McKiernan’s message When 
ever he is in this vicinity, we hope he will 


come back to see us 


some reflections 
on roaster buying 


(Continued from page 27) 


which influence futures. Nearbys more 
losely followed spots 

How many times has this writer 
heard a broker say that when prices 
were dragging along the bottom, no 
body Was buving and lhe could not 
sell his offerings at what he considered 
a good price Sut let the market 
slowly work up, advance about two 
cents and the nibbling starts, the mas 
ket wets active, roasters step in and 
buy until prices reach the relative 
highs, as related in a previous para 
graph After that, buying lags and 
prices fall back to lows already indi 
cated But the sad part of the storys 
is that a lot of coffe has been bought 
at the high prices and the roaster finds 
it difficult to make a profit. The roas 
ter protects the retail buver on 41h 
sudden rise it) wreen coffe prices, and 
when the drop comes trom these higl 
levels he feels he can’t set prices based 
on them 

W hile most of this talk has beer 
action of Brazils, Co 
followed the fluctuations 
ore marked des rec but 


it is hoped the basic tdea on buyin 


lookin back ver thre history 
the events from month to month whicl 
m t alfect coftec prices this writet 
Cal sce nO positive relation 


events to the five lows and four highs 


on Brazil spots in the 14 months. For 


example. when the news of trost came 


ut in July, there was a spurt and not 
much more in the latter part of the 
month and the first of August But 
prices came down in the latter part ot 
August, and in December were below 
the August figure. There is no ques 
tion that futures were affected, but tor 
purposes of this argument only the 
example of Brazil spots is being used 


Why the highs and lows? 


Then what makes these seemingly 
lefinite signs of highs and lows in 
Brazil spots? Phe thought that 
buying is being done without a rela 
tive sense of values. During 1055 and 
three months of 1956, spots were cheap 
at 52¢, and high at 59¢ If there had 
been more buying at 52¢, there would 
not have been need of so much buying 
as prices approached 59¢, and the range 
of fluctuations would have narrowed 
Furthermore, withholding roaster buy 
ing when prices were relatively low 
so depleted stocks that there was little 
margin of satety tor tuture use when 
prices started going up 

The inference is that national re 


serves should be kept at higher levels 


Short range developments 

Phe question considered in this arti 
cle is more the short range develop 
ments in the market rather than the 
long range If 1957 is to be a year of 
large surpluses, sooner or later it will 
have its market effects, and = should 
show up in the futures quotations. Tt 
these quotations do not seem to follow 
the indications of future crop prospects 
| 
like politics affecting the market 

But roasters have to buy from month 
to month and they have to consider the 
short range movements of the market 
is well as the long range. If there ts 
inv value in the idea that short range 
fluctuations seem to be mostly a techm 
cal market condition of buying and 
selling, and that these movements overt 


i limited period scem o have a dis 


cernable yood or bad values, 


it which roasters can act, then these 
few paravraphs might have been worth 


perhaps there is some outside influence, 


‘‘Manufacturing 


Processes for 
Soluble Coffee” 


is now available in 
booklet form 
50 cents per copy 


Coffee & Tea Industries 


(formerly The Spice Mill) 
106 Water St., New York 5, N. Y. 


San Francisco 


(Continued trom page S83) 


of an inter-American chamber of com 
merce Shaw emphasized the 
importance of coffee in pan-America 
affairs 


\. Folger & Co working 
on plans for the construction of a big 
multimillion dollar coffee plant at Wal 
mington, in the Los Angeles area. Ac 
cording to Peter Folger, this will be 
the company’s third on the Pactfie 
Coast ind their sixth in) the United 


States. Construction will begin soon 


@ @ Adrian J. Falk president of S & 
W Fine Foods, retired last month as 
president of the company. He started 
in 1905 as a billing clerk. It was known 
as Sussman, Wormser and Co. in those 
davs. His retirement came just as the 
company moved into its new 256,000 
square foot warehouse. which included 
in expanded, ultra-modern coffee roast 
ing plant 

@ @ Steady pressure on Werner Le 
wald bv those members of the tea 
trade who attend the Western States 
Tea Association luncheons at Gino's 

pressure to vive a ship party—finally 
bore fruit. The affair was at the in 
vitation of Captain Ho Pedersen and 
officers of the Tava Paeifie & Hoegh 
Line’s “M.S. Hoeg Silverwave,” in 


myunetion with the Pranspacifi 
Transportation Co. Hors d’oeuvre and 
cocktails were served at 5:30 with a 


rather complete buffet dinner later 

Tea men are rather socially minded 
ind evervbody had a grand time ) 
put it mildly At such affairs. the 
top attraction, aside from beautiful wo 
men, is alwavs the captain. The com 
pany must pick its men, not only for 
their ability as seamen, but for their 
personalities as well, Captain Pedersen 
was a grand host and made friends 
everywhere 

Just for practice pronouncing 
Norwegian names, he is from Bhksver 
todo, Norway He went to sea when 
he was 15 vears old. His wife is from 
Australia, and he met her when = she 
was on one of his ships as a passen 
ver 

Acting with the captain and Wer 
ner as hosts to the party were Al Pil 
yrim, traffie department: ©O'Don 
nell, traffic manaver; Jack MeCormick, 
traffie department, and J. A. Dreve, 
yeneral manager and vice president 

As for the guests, they included all 
the prominent tea men and their wives 
There was a considerable amount of 
relaxed dignity when the boys sang 
id songs It was a memorable af 
fair, and the word was passed around 
to work on Werner again for another 


party after a decent lapse of time 


At the last American Spice i rack 
Association luncheon meeting at Gino's 
Harold Gavigan presided, he 
ind Ralph Stern were chosen to at 
tend the A. convention at Sky 
top Lodge Skytop, Pa 


Frank secre 


at whicl 


treasure? 


plan 
al 
al 
i 
and 
f the West Coast brancl 
the national organization 
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Modern Rebuilt Machinery 
At Fraction of Actual Value 


Act Now For Choice Selection 


Burns and Lambert Roasters, all sizes. 

Bauer 3-Bag Radiant Ray Roaster. 

Burns 25 Granulator, 4000 Ibs. per hr. 
cap. 

Burns ##7 Coffee Roasting Unit. 

Burns #12 Coffee Grinder. 

Resina S, LC, RUI20; Capem Cappers. 

Mikro 3TH, 3W, 2TH, ISH Pulverizers. 


Pneumatic, Pony, World, Ermold 
Labelers. 


Knapp, Burt Wraparound Labelers. 

S. & S. Model BI Auger Transwrap Filler. 
Whiz Packer, Triangle Volumetric Fillers. 
Triangle G2C, A3A Elec-Tri-Pak Fillers. 
5S. & S. Gi, G2 and HG88 Auger Fillers. 


Amsco, Doughboy, Wrapade Bag Seal- 
ors. 


Standard Knapp 429, Ceco Cartoners. 

Package Machy. Hayssen, Oliver, Hud- 
son Sharp, Miller, Scandia Wrappers. 
IMMEDIATE DELIVERIES 


Write, Wire, Phone Collect 
For Full Details and Prices 


UNION STANDARD EQUIPMENT CO 
318-322 Lafayette St, New York 12, N. Y 


BETTER COFFEE 


can be made in 
Clean Equipment 


Write for a sample 
package of 


COFFEE URN 
CLEANER 


WALTER R. HANSEN 
P.O. Box 91, Elgin, Illinois 


SALE Hhurn ij bax Thermato 
Konster fired Foxboro and 
lturn (jranulator with inived two 

ellent Condition, le 


Spices: by JOS. K. JANK 
Their Botanical Origin 
Their Chemical Composition 
Their Commercial Use 


Price $3.00 


Weite to The Spice Mill Book Department 
106 Water Street New York 5, N. Y. 
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WANTED 
ASST. COFFEE BUYER 


Some experience purchasing and sampling 
green coffee. Capable of setting up and 
maintaining quality standards as well as 
perpetual inventory control system. N.Y. 
area. Address box 54 c/o Coffee and Tea 
Industries. 


WILL GIVE one Pneumatic Scale 
Individual (sewed) Tea Bag Machine, 
Speed 110 per minute, to purchaser 
of 2400 pounds of Tea Bag Paper at 
mill price. Address Box No. 30 
c/o THE SPICE MILL. 
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if 88 OFFEE & TEA INDUSTRIES and The Flavor Field 


FOR ROASTER AND GROCER 
..it's a fact that selling ‘‘Your 
own Brand" gives you double 
the profits of nationally ad- 
vertised brands ... MORE 
IMPORTANT...through the 
confidence already estab- 
lished in your other ‘Private 
Label’’ products you get im- 
mediate attention and sales of 
your own instant...create 
store traffic...new customers 
...More profits. 


Sof G 


threugheut the nation are using private label instant 
coffee...write. We'd like to give you our views. 
samples, too... from the largest indepe 

facturer of instant coffee in the U.S.A. 


MANUFACTURING CORPORA 
(180-055 BR KeRHOFE FA 33, 


: 
4¢, If you'd like other reasons why more chains 


“it’s the berries” 
... sald the fugitive 
friar... 


Back in the year 1285, a friar—one Hadji 
Omer by name—was driven out of Mocha 
for some misdemeanor that history has 
never bothered to record. No matter. 
What is important is how Hadji survived. 
Taking the berries from a tree that grew 
near his hiding place, he browned them over 
a fire and steeped them in hot water. Then 
he proceeded to enjoy the world’s first cup 
of coffee . . . so goes the legend. 


Today millions of people know there’s 
“nothing like a good cup of coffee’ and Otis 
McAllister is proud of the important role it 
plays in this billion dollar industry. As the 
world’s largest distributor of green coffee, 
Otis imports more than 100 types from the 
coffee producing countries of Central and 
South America. You can be sure of a 
dependable source of supply —and coffee that 
will consistently meet your specific require- 
ments—when you buy from Otis McAllister. 


Producers of DON CARLOS MEDELLINS 
OTIS ARMENIAS « CARMENCITA 
MANIZALES * RCLLO BUCKS 
OTIS MEXICANS ¢ CENTRAL AMERICANS 
VENEZUELANS AFRICANS 
and those Team-Mates of Quality 
GENUINE CUSTOM-BUILT VINTAGE BOURBONS | 


OTIS MSALLISTER 


Established 1892 


SAN FRANCISCO 4 


310 Sansome St. MEMBER OF 
129 Front St. 


NEW ORLEANS 12 
322 Magazine St. 
CHICAGO 10 

510 N. Dearborn St. 
HOUSTON 
1 Main St. 
LOS ANGELES 13 
837 Traction Ave. 
ST. LOUIS? 
216 S. 7th St. 


TORONTO 2 
228 King St., East 
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\ 
\ \ 
Ina, Anywhere 


